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Magnify  your  multimedia  presence  with 
ABC's  Consolidated  Media  report. 


Your  newspaper  is  reaching  audiences  in  so  many  different  ways:  Twitter  followers,  iPad  apps, 
Sunday  inserts  and  more.  Show  your  advertisers  how  you  are  evolving  with  a  custom-designed 
Consolidated  Media  Report. 

Read  how  the  Austin  American-Statesman,  Honolulu  Star-Advertiser,  Chicago  Sun-Times  and 
The  Tampa  Tribune  are  using  ABC’s  CMR.  Visit  www.accessabc.com/cmrcasestudie$. 
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To  Endorse  or  Not  To 
Endorse? 

Age-old  question  receives  fresh  scrutiny  as 
election  cycle  steps  into  high  gear 


In  our  last  issue,  we  asked  a  col¬ 
lege  journalism  student  and  a 
veteran  editor  their  thoughts 
on  whether  newspapers  should 
endorse  political  candidates  during 
election  years.  Their  answers  were,  as 
expected,  vastly  different. 

Washington  and  Lee  University  student 
Michael  McGuire  shared  a  personal 
anecdote  illustrating  the  difficulties 
reporters  face  in  presenting  themselves 
as  unbiased  to  sources  and  community 
members  —  difficulties  that  are 
heightened  when  the  papers  they  work 
for  endorse  one  candidate  or  political 
party’  over  another.  Elizabeth  Sullivan, 
op-ed  editor  at  The  Plain  Dealer  in 
Cle\'eland,  said  that  the  paper’s  opinion 
page  is  a  place  for  just  that  —  opinion. 

No  one  knows  the  ins  and  outs  of 
politics  quite  like  the  editorial  staff  of  a 
newspaper  —  especially  on  local  matters 
—  so  the  paper  has  a  respronsibility  to 
share  that  knowledge  vN-ith  community 
members  and  help  voters  make  an 
informed  decision. 

The  debate  continued  in  the  comments 
section  w  hen  the  stoiy  went  up  on 
editorandpublisher.com.  Those  in 
favor  of  endorsements  believe  them  to 
be  a  critical  element  of  what  makes  a 
newspaper  whole.  Those  against  say 
the  paper’s  responsibility  is  to  rejxrrt 
the  news,  not  attempt  to  sway  elections. 
Disenchanted  commenter  Steve  Reiter 
snarked,  “Why  not?  The  news  is  already 
so  slanted  anway.” 

In  mid-August,  The  Oregonian 
announced  in  an  editorial  that  it  w’ould 
not  endorse  a  presidential  candidate 
this  election  season.  The  paper’s  official 
reason  for  the  non-endorsement  was 
based  on  lack  of  access  and  insider 
knowledge  —  the  very  factors  Sullivan 
cited  in  her  argument  in  favor  of 
endorsements.  According  to  the 


Oregonian  editorial,  “Our  CNN-level 
i  view  of  the  presidential  race  is  similar  to 
everyone  else’s.” 

While  Portland  media  circles  speculated 
'  the  paper  would  have  endorsed  Mitt 
'  Romney  but  feared  the  near-certain 
backlash  that  would  arise  from  its  mostly 
'  liberal  readership,  publisher  N.  Christian 
i  Anderson  III  swatted  those  rumors 
'  aside  and  told  the  Willamette  Week, 
j  “I’m  convinced  there  aren’t  any  readers 
;  waiting  with  bated  breath  for  a  top-of- 
the-mountain  proclamation  from  The 
\  Oregonian  telling  them  how  to  vote  in  the 
presidential  race  in  November.” 
j  One  E^P  commenter  pointed  out  the 
!  very  real  possibility  that  perhaps  the 
i  Oregonian  didn’t  find  either  candidate 
I  worthy  of  the  endorsement  nod. 

The  question  of  to  endorse  or  not  to 
endorse  is  not  a  new  one;  we’re  just 
picking  up  where  we  left  off  in  2008.  It 
is  up  to  each  publisher  to  determine  the 
best  course  for  his  or  her  own  paper,  and 
'  be  ready  to  defend  that  decision  in  the 
court  of  public  opinion. 

In  past  presidential  election  cj’cles, 

E^P  has  kept  a  running  tally  of  the 
various  endorsements  (and  non¬ 
endorsements)  issued  by  newspapers 
across  the  country,  and  we  will  continue 
that  tradition  this  year.  Beginning  this 
month,  editorandpublisher.com  will 
have  a  special  section  dedicated  to 
election  coverage  where  well  be  tracking 
your  endorsements  and  including, 
w’hen  possible,  information  on  past 
endorsements  for  comparison. 

This,  of  course,  is  not  something  I  can 
pretend  to  do  a  comprehensive  job  of 
!  from  the  confines  of  my  desk,  so  I’m 
:  asking  for  your  help.  When  your  paper 
I  (or  another  in  your  area),  issues  a 
presidential  endorsement,  send  me  a  note 
.  at  kristina^  editorandpublisher.com.  I 
:  will  be  updating  the  site  and  taking  your 
comments.  Let  the  games  begin.  —  KA 
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Illustration  by  Jared  Boggess 


Pensacola  News  Journal 
owes  firefighters  an 
apology 

We  rely  on  the  sound,  unbiased 
work  of  real  reporters  and  editors  to 
bring  us  the  news,  but  on  June  16, 
Andy  Marlette  and  the  Pensacola 
News  Journal  \iolated  that  standard 
by  printing  a  senseless,  confusing, 
and  bigoted  illustration  that  should 
never  have  reached  print.  Mr. 
Marlette  and  the  News  Journal  owe 
firefighters  and  readers  an  unequiv¬ 
ocal  apology’. 

Layoffs  are  never  good.  At  their 
worst,  they  tragically  hurt  people 
who  work  for  a  linng.  From  a 
business  perspective,  they  can 
remove  valuable  experience  and 
institutional  knowledge  from  a 
workplace.  News  Journal  workers 
have  suffered  from  layoffs  in  the 
past  year.  And  the  massive  layoffs 
last  week  at  newspapers  owned  by 
Advance  Publications  in  Alabama 
that  threw  hard-w’orking  journalists 
and  editors  into  the  streets  and  out 
of  jobs  during  a  terrible  economy 
is  deeply  disturbing.  But  none  of 
that  is  an  excuse  to  insult  firefight¬ 
ers  —  and  it’s  time  for  the  illustrator 
and  editors  at  the  paper  to  stand  up 
honorably  and  apologize  for  their 
ignorance. 

At  a  time  when  w'e  need  more 
trained,  qualified  journalists  to 
cover  and  report  the  really  im¬ 
portant  stories  on  local,  regional, 
national,  and  international  events  so 
the  citizens  of  this  country'  aren’t  left 


to  rely  on  biased  bloggers  and  pro¬ 
pagandists,  editors  of  a  newspaper  in 
a  major  city  must  remain  smart  and 
professional.  Sadly,  the  editors  at  the 
News  Journal  have  proven  they  are 
neither. 

The  International  Association  of 
Fire  Fighters,  based  in  Washington, 
D.C.,  represents  more  than  300,000 
full-time  professional  firefighters  and 
paramedics  in  North  America  and  is 
the  leading  advocate  for  the  health 
and  safety  of  firefighters. 

HAROLD  SCHAITBERGER 

International  Association  of  Fire 
Fighters  general  president 


Linkedin  success  has  nothing 
to  do  with  news 

Sure  Linkedin  is  doing  well  (New’so- 
saur,  July  2012).  It  has  peeled  off  one 
of  the  micro-businesses  that  made  up 
newspapers’  macrobundle  and  did  a 
good  job  of  it  —  as  Craigslist  did  with 
classified  ads.  But  w'hat’s  that  got 
to  do  with  journalism?  In  the  end, 
journalism  is  about  “us.”  Linkedin  is 
only  about  “me”  and  my  ambitions 
(no  surprise  it  has  a  lot  of  takers). 
DAVID  BAKER 

Submitted  on  editorandpublisher.com 


Not  sold 

If  digital  is  the  way  to  go  (Newsosaur, 
July  2012),  why  do  newspaper  com¬ 
panies  alw'ays  lay  off  tons  of  people 
when  they  drop  print  to  concentrate 
on  the  Internet?  Someone  on  a  forum 
recently  said  they  weren’t  interested 


“the  massive 
layoffs  last  week  at 
newspapers  owned 
by  Advance 
Publications  in 
Aiabama  that 
threw  hard-working 
journaiists  and 
editors  into  the 
streets  and  out  of 
jobs  during  a 
terribie  economy 
is  deepiy 
disturbing.  But 
none  of  that  is  an 
excuse  to  insult 
firefighters” 


r 


in  trading  dollars  for  dimes,  but  that 
generally  seems  to  be  the  bottom  line 
when  you  emphasize  digital.  If  it’s 
just  a  matter  of  the  delivery'  system, 
w’hy  are  reporters  always  eliminated? 
I’d  think  there  w'ould  be  a  need  for 
more  and  more  reporters  to  produce 
the  news  that  online  readers  are 
craving. 

Submitted  anonymously  on 
editorandpublisher.com 


p—  Send  us  your  comments 

^  kristina@editorandpublisher.com 


“Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 


Please  include  your  name,  title,  city  and  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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Moving  In 

Pacific  Northxvest  Inlander 
finds  new  home,  editor 

By  Nu  Yang 

After  signing  rent  checks 
for  19  years,  Pacific 
Northwest  Inlander  pub¬ 
lisher  Ted  McGregor 
decided  it  was  time  to  build  the  free 
alternative  weekly  newspaper  its  own 
headquarters.  Located  in  Spokane, 
Wash.,  the  Inlander  was  founded  in 
1993  by  McGregor  and  his  family. 

The  paper  is  published  even'  Thurs¬ 
day  and  available  in  more  than  1,000 
locations  and  online  at  inlander.com. 

McGregor  said  he  started  look¬ 
ing  for  a  new  home  for  the  paper 
about  three  years  ago.  He  checked 
out  existing  buildings  but  realized 
he  would  rather  buy  a  piece  of  land 
and  build  on  it.  Construction  on  the 
13,000-square-foot  building  in  down- 
tow'n  Spokane  has  already  begun,  and 
McGregor  said  he  hopes  to  move  in 
by  February  2013.  The  project  will 
cost  about  $1.3  million. 

The  plans  for  the  new'  building 
maintain  the  traditional  “wall”  be- 
tw'een  business  and  editorial  depart¬ 
ments.  The  first  floor  will  house 
operations,  circulation,  and  design, 
while  the  sales  team  will  work  on 
the  second  floor,  and  the  third  floor 
will  hold  the  newsroom.  About  1,800 
square  feet  of  the  space  will  be  leased. 

McGregor  said  the  paper’s  new 
home  show’s  the  community  that  it 
is  “an  institution  that’s  not  going 
any’where. 

“I  also  wanted  to  create  an  environ¬ 
ment  for  the  staff  to  succeed  and  that 
can  attract  good  people  to  help  us 
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» Jacob  Fries 
Inlander  Editor 

move  forward,”  he  said. 

Promoting  Jacob  Fries  to 
editor  w'as  another  step  in 
that  direction.  McGregor 
previously  held  the  title 
before  handing  over  the  reins 
to  Fries  in  June.  Fries  joined 
the  paper  in  2008  and  served 
as  a  news  editor  and  managing  edi¬ 
tor.  He  is  a  Spokane  native  w'ho  has 
worked  at  The  New  York  Times  and 
the  Tampa  Bay  Times  (formerly  the 
St.  Petersburg;;  Times). 

Despite  his  background  in  daily 
publications.  Fries  said  working  at  a 
weekly  in  his  hometown  w'as  a  chance 
“to  do  good  journalism  from  the  place 
I  came  from.” 


editorandpublisher.com 


McGregor  said  he  sees  a  bright 
future  for  the  paper,  and  his  goal  is 
to  continue  to  produce  high-quality 
journalism  and  invest  in  small  busi¬ 
nesses,  because  “staying  local  has 
helped  me  thrive.” 

Fries  said  the  Inlander  is  no  longer 
viewed  as  just  a  supplement  for  the 
daily  paper.  “We’re  the  scrappy  paper 
that  has  surprised  people.”  ■ 


Courtesy  Daniel  Heimpei. 


Taking  Charge 

Since  2003,  the  Rockaway  Wave  has  believed 
in  its  pay  wall  strategy 


As  many  newspapers  contemplate 
whether  or  not  to  charge  for  their 
online  content,  a  small  New  York  weekly 
has  had  a  successful  paywall  in  place  since 
2003.  Founded  in  1893,  the  Wave  is  located  in  Rocka¬ 
way  Beach  on  the  Rockaway  peninsula  in  New  York’s 
borough  of  Queens.  The  paper  is  published  every  Friday 
with  an  11,500  paid  print  circulation. 

According  to  general  manager  Sanford  Bernstein, 
when  the  paper  launched  rockawave.com  in  the  late 
1990s,  not  all  the  stories  were  uploaded  at  first.  Once 
the  pajvvall  was  put  in  place,  all  the  stories  w^ere  dis¬ 
played  online. 


Our  Hometown,  Inc.,  based  in  Clifton  Springs,  N.Y.,  is  in 
charge  of  the  weekly  task  of  uploading  stories  to  the  Web. 
“We  started  to  see  a  demand  to  start  charging  for  content 
especially  from  the  small  weeklies,”  said  Our  Hometown 
founder  Stephen  Larson.  According  to  Larson,  more  than 
50  percent  of  his  clients  operate  with  an  online  paywall. 

The  Wave  charges  $20  for  a  yearly  online  subscription. 
For  local  residents,  that  also  includes  their  print  paper. 
Out-of-towTiers  pay  $40  for  both  print  and  Web  access. 
Bernstein  said  there  are  currently  about  600  online  sub¬ 
scribers. 

“We’re  tiying  to  make  the  Internet  support  the  paper 
copy,”  Bernstein  said.  By  offering  the  subscriptions  at  such 
a  low  cost,  he  said  he  hopes  readers  will  see  the  value  of 
subscribing  to  both  print  and  online. 

For  75  cents,  readers  have  online  access  to  the  current 
single  issue.  After  two  weeks,  the  pawall  is  lifted  from  that 
issue,  and  archives  are  free  to  access. 

Bernstein  said  his  next  digital  goal  is  to  work  with  the 
public  library’s  newspaper  archives  to  move  older  editions 
dating  back  to  1896  from  microfilm  to  a  searchable  PDF 
format. 

He  said  he  advises  other  small  w  eeklies  to  look  into  erect¬ 
ing  pawalls.  “If  you’re  not  charging  for  your  news,  you’re 
devaluing  it ...  new  spapers  should  not  give  away  their  copy 
for  free.” 

Larson  added  that  in  the  past,  maximizing  website  traffic 
w  as  the  main  goal.  “I’ve  changed  my  philosophy  and  now  tell 
publishers  to  charge,  and  to  charge  as  much  as  you’re  selling 
print.”  —  NY 


*  From  left  to  right:  Kim  Barone,  Lynette  Cox  (sitting),  Crystal  del  Valle, 
Isis  Keigwin,  Kevin  Clark,  and  Daniel  Heimpei 
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Climb  for  Kids 


Journalist  takes  cause  to  new  heights 

Many  journalists  have  to  overcome  obsta¬ 
cles  in  the  form  of  public  records  law¬ 
suits  or  uncooperative  sources  in  order 
to  bring  their  stories  to  light.  Journalist 
Daniel  Heimpei  climbed  a  mountain  —  literally.  In  July, 
Heimpei,  along  with  nine  others,  climbed  the  14,000-foot 
Mount  Shasta  in  Northern  California’s  Cascade  Range 
as  a  fundraiser  for  the  foster-youth-run  advocacy  group 
California  Youth  Connection.  The  climb  raised  $7,500. 

Heimpel’s  passion  for  foster  care  began  in  2006,  while 
reporting  on  the  issue  as  a  journalist  in  Los  Angeles.  In 
his  personal  life,  he  also  serx  ed  as  a  mentor  to  two  boys 
who  had  aged  out  of  the  system.  His  stories  on  foster  care 
have  appeared  in  publications  such  as  LA  Weekly,  The 
Seattle  Times,  and  the  San  Jose  (Calif.)  Mercury  News.  His 
LA  Weekly  story  about  growing  up  in  foster  care  was  honored 

Continued  on  page  13 
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A  Major  PLUS 

Arkansas  Democrat-Gazette 
launches  AR  app 

By  using  a  smartphone  or  tablet, 

readers  of  they47'Ar(7;/sa5  Democrat-Ga¬ 
zette  can  watch  their  newspaper  come 
to  life  with  the  new  PLUS  application 
that  launched  July  1.  The  Democrat-Gazette  is 
the  first  augmented-realiU’  newspaper  in  the  state,  and  the  second  in  the 
countrj-  to  use  the  app  developed  by  Aurasma.  The  Philadelphia  Inquirer 
uses  a  similar  app  for  its  Sunday  edition. 


» Conan  Gallaty 
Vice  president  of  WEHCO 
Digital  Media 


{legal  briefs} 


Virginia  man  awarded 
$3  million  in  libel  suit 


Two  newspapers  sue  to 
get  officers’  names 


Photojournalist  files 
lawsuit  alleging  civil 
rights  violations 


A  jury  decided  the  Virginian-Pilot 
libeled  Phillip  Webb,  an  assistant 
high  school  principal,  when  it  re¬ 
ported  that  his  son,  Kevin,  was  not 
disciplined  by  the  school  system 
after  the  boy's  arrest  for  felony  as¬ 
sault.  The  jury  awarded  Phillip  Webb 
$3  million  in  damages.  According 
to  the  Pilot  the  verdict  came  nine 
months  after  a  judge  threw  out  a  $5  i 
million  award  against  the  newspa¬ 
per.  Both  lawsuits  stem  from  the 
same  Dec.  18, 2009,  story  about  a 
Nov.  7, 2008,  assault  of  the  father 
of  one  of  Kevin's  classmates.  In 
court,  Phillip  Webb's  lawyer  said  his 
client's  reputation  was  damaged, 
because  the  newspaper  implied 
Kevin  Webb  had  received  prefer¬ 
ential  treatment  from  the  school 
system  due  to  his  father's  position, 
even  though  the  paper  had  no  proof 
of  any  misconduct.  "This  is  frustrat-  i 
ing,"  Pilot  editor  Denis  Finley  said 
after  hearing  the  decision.  "Every-  | 
thing  we  wrote  about  Mr.  Webb  was 
accurate  and  true." 


The  Los  Angeles  Times  and  Sacra¬ 
mento  Bee  have  filed  suit  against 
the  University  of  California  board 
of  regents,  demanding  the  release 
of  police  officers'  names  removed 
from  a  critical  report  on  the  contro¬ 
versial  pepper  spraying  of  UC  Davis 
students.  The  LA  Times  reported 
the  lawsuit  was  filed  in  Sacramento 
County  Superior  Court  and  con¬ 
tends  that  when  university  officials 
agreed  in  a  court  settlement  last 
month  to  redact  all  but  two  names, 
they  "failed  to  represent  the  inter¬ 
ests  of  the  press  and  public,"  leav¬ 
ing  the  newspapers  with  "no  choice 
but  to  bring  this  petition  to  protect 
the  public's  right  of  access  to  this 
important  information." 


Photojournalist  Mannie  Garcia, 
who  in  June  2011  was  arrested  by 
the  Montgomery  County  police 
in  Maryland,  has  filed  a  lawsuit  in 
federal  court  alleging  civil  rights 
violations  under  both  the  U.S.  and 
Maryland  constitutions,  as  well 
as  for  other  state  claims.  Garcia's 
suit  claims  that  he  was  unlaw¬ 
fully  arrested  and  detained  while 
filming  police  activity  on  a  public 
neighborhood  street.  Garcia  was 
found  not  guilty  at  trial,  but  he  lost 
the  renewal  of  his  White  House 
press  pass  from  the  U.S.  Secret 
Service  due  to  the  pending  criminal 
charges,  and  in  addition  to  his  inju¬ 
ries,  the  lack  of  credentials  made  it 
impossible  for  him  to  work.  Garcia 
is  seeking  S500,000  in  compensa¬ 
tory  damages  and  punitive  dam¬ 
ages  to  be  determined  at  trial. 
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PLUS  works  when  readers 
download  and  install  the  free  app 
to  their  iPhone,  iPad,  or  Android 
device.  They  look  in  the  printed 
edition  for  photos  or  advertise¬ 
ments  with  the  PLUS  logo,  and 
when  the  mobile  device  is  held 
over  the  photo  or  ad,  exclusive 
content,  such  as  a  video,  is  acti¬ 
vated. 

Former  Democrat-Gazette  online 
director  Conan  Gallaty  now'  serves 
as  executive  vice  president  of 
WEHCO  Digital  Media,  a  new  di¬ 
vision  of  Democrat-Gazette  parent 
company  WEHCO  Media  Inc.  In 
his  new'  position,  he  plans  to  roll 
out  the  app  to  other  markets. 

Gallaty  said  the  app  is  a  hit  with 
advertisers.  “(They)  love  to  tell 
their  stories  and  messages,  and 
the  videos  make  them  stand  out.” 
For  example,  he  said  a  furniture 
store  advertiser  had  put  together  a 
how'-to  video  on  interior  decorat¬ 
ing.  The  app  also  has  the  ability  to 
link  to  the  advertiser’s  w'ebsite  or 
directly  call  the  business. 

On  the  editorial  side,  Gallaty 
said  reporters  can  now  produce 
more  videos  to  include  with 
their  stories,  including  spot  news 
assignments.  Two  other  niche 
publications  from  the  Democrat- 
Gazette  have  also  been  enhanced 
with  the  app. 

Gallaty  said  the  paper’s  next  step 
with  the  PLUS  app  is  to  continue 
staff  development,  such  as  3-D 
image  training  and  geofencing  as 
a  way  to  promote  certain  aug¬ 
mented  images  based  on  location. 

According  to  Gallaty,  the  app 
has  already  been  downloaded 
10,000  times.  “There’s  always  a 
demand  for  additional  content,” 
he  said.  “This  is  an  easy  way ... 
it’s  one  app  open  throughout  the 
paper.  The  reader  doesn’t  have  to 
jump  through  a  lot  of  hoops.” 

For  more  information,  visit  ar- 
kansasonline.com/plus.  —  NY 


Many  voters  will  be  visiting 
the  polls  for  the  first  time 
this  election  year.  With  so 
many  diverse  issues  at  hand,  Ameri¬ 
can  University  students  in  Washing¬ 
ton,  D.C.,  decided  to  report  on  issues 
that  matter  to  their  peers  in  a  project 
called  Voting  Young. 

The  class  project  included  original 
reporting  from  students  in  Professor 
Amy  Eisman’s  Writing  for  Con¬ 
vergent  Media  class,  and  a  survey 
distributed  and  analyzed  by  students 
in  Professor  Maria  Ivancin’s  Public 
Communication  Research  class. 

According  to  Ivancin,  the  survey 
was  given  to  425  college  students 
ages  18  to  21  on  eight  campuses  in 
the  Washington  area.  The  surveys 
were  completed  from  March  6  to  20. 

Eisman  said  survey  questions  were 
based  on  relevant  topics  for  each  age 
group,  such  as  v^ho  they  would  like 
to  see  as  president  and  what  influ¬ 
ences  their  political  views.  Fifteen 
original  stories  were  developed  by 
Eisman's  students,  ranging  from 
social  media’s  role  in  the  election  to 
a  feature  about  two  roommates  with 
opposing  political  beliefs.  ^ 

Managing  editor  Heather  Caygle 


said  her  goal  was  to  do  something 
and  innovative.  The  24-year-old 
graduated  in  May  with  a  master’s 
degree  in  journalism  and  now  works 
as  a  Bloomberg  BNA  fellow. 

Caygle  told  the  reporters  to  think 
of  each  story  as  a  package  with 
words,  visual  graphics,  and  videos. 
"Multimedia  is  the  name  of  the  game 
now,"  she  said. 

Webmaster  Sylvia  Carignan 
designed  the  project’s  site  and  _ 
produced  multimedia  elements  such 
as  infographics  for  the  stories.  The 
21-year-old  graduated  this  year 
with  a  bachelor’s  degree  in 
journalism  and  is  now  a  local  home- 
page  production  assistant  with 
The  Washington  Post. 

"I  think  young  people  have  a 
tendency  to  think  of  journalism  as 
focused  on  hard  news  reporting  and 
gathering  bylines,  but  it’s  a  rriuch 
bigger  world  than  that,”  Carignan 
said.  "The  news  industry  has  room 
for  people  who  want  to  create 
iPhone  and  Android  apps,  or  build 
interactive  infographics,  or  be  social 
mediarommunity  leaders.” 

For  more  information  on  Voting 
Young,  visit  votingyoung.com.  —  NY 


editorar, dpubhsher.com 


SKPTE.MBER  2012  |  E  &  P  [  11 


Khari  Wii.lia.ms 


[the  A  section] 


From  the  Archive 


Tomoe’s  Comer 


Texas  publisher 
wears  many 
hats 


Hank  Hargrave  is 

owner  and  publisher 
of  the  Normangee 
(Texas)  Star,  a  1,450- 
circulation  weekly.  He’s 
also  the  editor,  reporter, 
photographer,  ad  sales¬ 
man,  office  manager,  page 
designer,  and  newspaper 
delivery  man. 

He  told  the  Houston 
Chronicle  he  works  60 
hours  a  week  and  his  only 
vacation  time  is  a  week 
off  at  Christmas.  Before 
he  bought  the  paper  in 
2004,  he  worked  as  a  beat 
reporter  with  a  suburban 
Dallas  daily  and  held  man¬ 
agement  jobs  with  other 
Texas  weeklies. 

"I  really  enjoy  being 
around  people,"  Hargrave 
told  the  Chronicle.  “So 
many  times  with  a  larger 
paper,  everything  tends 
to  be  kind  of  negative.  In  a 
community  paper,  every¬ 
thing  is  more  positive." 


» The  Boston  American  and  Advertiser  became  the  subject  of  its  own  news  report 
when  it  lost  1,000  rolls  of  white  and  green  newsprint,  valued  at  $60,000,  in  a  fire 
that  swept  its  storehouse.  This  photo  originally  ran  in  the  March  17, 1923,  edition 
of  ESP. 
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The  Palm  Beach  Post 
Uncovers  Unknown 
Health  Threat 


In  Jacksonville,  Fla.,  Palm  Beach 
Post  health  reporter  Stacey 
Singer  uncovered  the  worst 
outbreak  of  tuberculosis  the  Centers 
for  Disease  Control  and  Prevention 
has  investigated  in  20  years.  Singer's 
diligent  reporting  uncovered  13 
deaths  and  99  illnesses  linked  to  the 
outbreak,  which  she  described  as 
"far  from  contained.” 

Singer's  2,300-word  expose 
reveals  the  inevitable  trade-off 
between  public  health  and  public 
dollars,  as  well  as  the  trend  toward 
government  secrecy  that  made  it 
difficult  for  her  to  do  her  job. 

Over  the  past  two  years,  3,000 
people  may  have  had  close  contact 
with  people  carrying  the  conta¬ 
gious  disease,  including  residents  of 
homeless  shelters,  prison  inmates, 
and  patients  at  a  mental  health  clin¬ 
ic.  "Other  health  officials  throughout 
the  state  and  nation  have  reason  to 
be  concerned,"  Singer  wrote. 

Singer  was  tipped  off  to  the  story 
when  someone  advised  her  to  read 
an  article  about  a  TB  outbreak  in 
Florida  in  2008  that  was  published  in 
the  American  Journal  of  Psychiatry. 
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Climb  for  Kids  from  page  9 


with  the  Anna  Quindlen  Prize  for 
Excellence  in  Journalism. 

Heimpel  said  the  stories  “opened 
up  windows  for  me  that  showed 
the  broader  cracks  in  society.” 

In  2010,  Heimpel  founded  Fos¬ 
tering  Media  Connections  in  San 
Francisco,  which  combines  the  ^  Climbers  about  to  set  off  on  the  Mount 
power  of  journalism  and  media  to  Shasta  climb,  July  21. 

improve  the  well-being  of  children  - 

in  foster  care.  He  said  his  goal  is  to  “recruit  an  army  of  Journalists  to  cover 
foster  care,  make  it  right,  and  actively  fix  it.”  He  added  that  FMC  was  created 
as  a  “sustainable  network  for  journalists  and  policy  makers.” 

Heimpel  also  teaches  a  course  at  the  University  of  California,  Berkeley, 
called  Journalism  for  Social  Change,  which  explores  journalism,  public 
policy,  and  child  welfare.  The  class  also  includes  an  FMC  summer  fellow¬ 
ship.  Heimpel  said  the  course  vdll  be  introduced  to  the  University  of  South¬ 
ern  California  next  year,  and  he  is  looking  into  opening  the  class  to  law  and 
education  students. 

FMC  is  also  building  an  online  publication  called  the  Chronicle  of  Social 
Change.  The  website  is  set  to  launch  this  month  at  chronicleofsocialchange. 
org  and  aims  to  raise  the  level  of  attention  dedicated  to  youth-related  issues 
and  assist  professionals  in  the  youth  work  industry.  Heimpel  serves  as  pub¬ 
lisher  and  works  with  editor-in-chief  John  Kelly,  former  managing  editor  of 
Vouth  Today  newspaper. 

Each  of  these  steps  led  Heimpel  to  Mount  Shasta  this  summer.  Members 
from  two  other  foster  youth  organizations.  Camellia  Network  and  Coura¬ 
geous  Connection,  joined  Heimpel  and  his  FMC  team  on  the  climb.  Eight  of 
the  10  climbers  made  it  to  the  summit,  including  Heimpel.  Five  were  first¬ 
time  climbers. 

Heimpel,  who  has  previously  made  four  trips  up  Mount  Shasta,  said  he 
was  “impressed”  with  each  participant  and  their  strength  —  especially  after 
falling  rocks  struck  a  few  climbers  —  and  he  was  encouraged  to  see  different 
organizations  come  together  for  the  same  cause.  He  said  he  would  like  to 
make  the  climb  an  annual  event. 

Overall,  Heimpel  said  his  vision  is  to  make  “dramatic  changes”  in  foster 
care  policy.  He  plans  to  do  that  by  “expanding  Journalism  for  Social  Change 
to  other  schools,  expanding  the  Chronicle  of  Social  Change  into  a  media  hub, 
and  expanding  (the  organizations’)  ability  to  find  stories  that  are  compelling 
enough  for  journalists  to  follow.” 

For  more  information,  visit  fosteringmediaconnections.org.  —  NY 


WHAP 

New  Vocabulary  for 
the  Modern  Era 


blonditude 


(n.)  the  quality  or  state  of  being 
blond;  esp.  e.xhibiting  flighty 
behavior  and  superficial  concerns 


“Her  real  name  is  Ophelia,  and  the  nickname  suggests,  among  other  things, 
a  certain  emptiness.  But  Mr.  Stone  and  Mr.  Winslow  (who  collaborated  on  the 
script,  along  with  Shane  Saierno)  don’t  quite  make  her  into  a  caricature  of 
vacuous  rich-girl  blonditude.” 

-A.O.  Scott,  The  Hew  York  Times,  July  5, 2012 
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OLYMPIC 

DREAMS 


►  Nhat  \’.  Meyer  San  Jose  Mercury  \ews 

The  vivacious  Gabby  Douglas  edged  world-champion  Jordyn  Wieber  for  the  first  time 
in  her  career  to  win  the  all-around  title  at  the  U.S.  Olympic  trials  at  HP  Pavilion  in  San 
Jose,  Calif.  The  victory  highlighted  a  thrilling  conclusion  to  the  four-day  event  when 
Douglas  joined  the  rest  of  the  Olympic  team  as  shredded  paper  rained  down  on  them 
while  they  stood  before  a  cheering  soid-out  audience. 


[critical  thinking 

J-school  students  and  industry  vets 
tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang@editorandpublisher.com. 


A  recent  Gallup  poll  revealed  that  only  25  percent  of  adults 
expressed  a  great  deal  or  quite  a  lot  of  confidence  in  newspapers.  At 
its  peak  in  1979,  consumer  confidence  in  newspapers  was  51  percent. 
How  can  newspapers  today  regain  the  trust  of  their  readership? 


We  live  in  a  world 
of  instant  informa- 
*  tion.  This  creates 
an  incredibly  competitive 
atmosphere  for  any  news 
organization.  Newspapers  can 
no  longer  stop  at  making  sure 
today’s  big  news  appears  in 
tomorrow's  print.  They  must 
compete  with  T\^  radio,  and 
millions  of  online  outlets  to 
get  the  news  to  the  people  — 
and  get  it  to  them  first. 

This  race  to  break  has  begun 
to  take  priority  over  some  of 
the  most  fundamental  pillars 
of  journalism,  most  impor¬ 
tantly  accuracy. 

In  an  effort  to  get  the  news 
out  first,  journalists  are 
neglecting  to  get  eveiy  side  of 

the  stoiy  and  conduct  basic  fact  checks,  producing  hasty 
reports  with  —  if  they’re  lucky  —  minor  spelling  errors 
or  —  if  they’re  not  —  huge  mistakes  that  raise  suspicions 
of  agendas  and  biases. 

In  live  reporting  of  the  Supreme  Court’s  decision  on 
President  Obama’s  health  care  bill,  CNN  and  Fox  New's 
both  announced  false  reports.  CNN  went  on  to  publish  a 
string  of  inaccurate  information,  confusing  viewers  and 


Elizabeth  Bonner,  21 

Senior,  Auburn  University 
(Auburn.  Ala.) 

Bonner  is  a  senior  honors  student  and 
staff  writer  for  The  Auburn  Plainsman 
student  newspaper.  She  is  majoring 
in  journalism  with  a  minor  in  political 
science.  During  the  summer  of  2011, 
Bonner  was  editorial  intern  for  the 
New  Statesman,  a  current  affairs  and 
political  magazine  in  London.  This 
summer,  she  interned  as  a  reporter 
with  The  Tennessean  in  Nashville. 


“In  an  effort  to  get  the  news  out 
first,  journalists  are  neglecting  to 
get  every  side  of  the  story  and 
conduct  basic  fact  checks.” 


readers  across  the  country.  There  is  no  pride  in  being 
the  first  to  break  the  WTong  new's. 

More  recently,  as  America  woke  up  to  the  tragic  news 
of  the  Aurora  mass  murders  July  20,  ABC  was  quick  to 
link  the  Tea  Partv  ’s  Jim  Holmes  to  the  crime  when  news 
of  the  suspect’s  name  first  surfaced.  There  is  no  e.xcuse 
for  reporting  this  tvpe  of  unverified  conclusion. 


Yes,  timeliness  is  an  important  piece  of  good  journalism, 
especially  in  this  day  and  age,  but  it  is  rendered  completely 
meaningless  if  incorrect  news  is  reported  quickly. 

Journalists  must  commit  to  reporting  the  truth  and  only  the 
truth  —  no  matter  the  e.xtra  time  and  effort  it  takes.  This  will 
help  restore  credibility  to  the  news  industry  and  begin  the 
process  of  repairing  the  public’s  trust  in  the  words  that  ap¬ 
pear  in  their  papers  and  on  their  computer  and  TV  screens. 


A  At  a  time  w'hen  new's- 
•  papers  are  competing 
•  against  everv’ blogger 
with  a  WordPress  account,  it’s 
crucial  that  new'spapers  distin¬ 
guish  themselves  from  their  online 
counterparts.  One  of  the  best  ways 
to  do  that  is  to  transition  the  best 
practices  of  print  to  our  digital 
portfolios. 

Most  newspapers  do  a  good  job 
of  correcting  bad  information  in 
print,  but  when  it  happens  online, 
it’s  done  in  a  vacuum.  The  bad  in¬ 
formation  quietly  changes  online, 
but  you’d  have  to  have  before-and- 
after  screenshots  to  know  what 
changed. 

The  New  York  Times  has  a  great 
model  to  address  that,  and  it’s  one 
we’re  adopting  here  at  The  Sentinel. 

When  we  need  to  correct  information  we’ve  reported,  we 
make  changes  to  the  story  online,  but  we  also  append  a  time- 
stamped  editor’s  note  letting  readers  know  exactly  what  has 
changed.  Readers  instantly  know  what  about  the  story  has 
changed  and,  in  some  cases,  why  the  mistake  was  made  in 
the  first  place.  Relatively  few  bloggers  hold  themselves  to  that 
standard. 

It  comes  down  to  newspapers  being  much  more  transparent 
with  readers  online  when  we  make  a  mistake.  Credibility  and 
accountability  are  some  of  the  few  tools  we  have  to  differenti¬ 
ate  ourselves  from  our  competitors.  ■ 


George  Spohr,  31 

Editor,  The  Sentinel  (Carlisle.  Pa.) 


Spohr  began  his  career  14  years  ago 
as  a  reporter  while  in  high  school.  He 
later  served  as  a  business  journalist 
before  making  the  jump  to  manage¬ 
ment.  His  past  roles  include  executive 
editor  of  The  World  in  Coos  Bay, 

Ore.;  state  editor  of  the  Watertown 
Daily  Times  in  Watertown,  N.Y.;  and 
business  editor  of  the  Times  Herald- 
Record  in  Middletown,  N.Y. 
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of  respondents  own  a  large  media  tablet 
(mostly  iPads).  About  half  said  it  was  their 
most  frequently  used  mobile  device  for 
consuming  news. 


of  owners  who  favor  smartphones  said  their 
experience  consuming  news  on  their  smartphone 
was  better  than  reading  a  printed  newspaper. 


of  owners  who  favor  large  media  tablets  consider 
their  experience  consuming  news  on  their  tablet 
better  than  reading  a  printed  newspaper. 


newsosaur  Offline  /  On  Target 


Mobile  Matters 

Newspapers  are  getting  _ _ _  k 

outsmarted  on  mobile 


Bv  Alan  D.  Mutter 


Apple  and  Google,  the  two 
biggest  powerhouses  in 
Silicon  Valley,  have  stepped 
up  the  battle  to  make  their 
smartphones  smarter  so  they  can  grab 
ever-larger  shares  of  the  local  advertising 
market. 

Their  efforts  are  a  major  threat  to 
newspapers  hoping  to  capitalize  on  the 
enviable  power  of  their  local  franchises  to 
become  significant  players  in  the  vigor¬ 
ously  growing  mobile  space.  Unfortunate¬ 
ly,  newspapers  are  woefully  behind. 
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Mobile  matters,  because  advertis¬ 
ing  purchases  on  hand-held  gizmos 
are  expected  to  climb  4.5  times 
from  last  year’s  levels  to  $7-7  billion 
by  the  end  of  2016  —  a  sum  equal 
to  approximately  one-third  of  the 
combined  ad  sales  of  all  the  nation’s 
newspapers  in  2011. 

BIA/Kelsey,  the  private  research 
firm  providing  the  above  forecast, 
believes  that  half  of  the  sales  will 
come  from  location-targeted  local 
advertising,  a  compelling  format 
that  pushes  messages  to  specific 
individuals  in  order  to  pull  them 
into  nearby  businesses. 

With  more  than  half  of  Ameri¬ 
cans  now  equipped  with  smart¬ 
phones,  and  pageviews  more  likely 
to  be  consumed  on  small  screens 
than  on  PCs  within  18  months, 
competition  revved  to  a  new  level 
over  the  summer  among  the  many 
technology  companies  hoping  to 
grab  real  estate,  mind  share,  and 
future  revenues  in  the  fast-evolving 
mobile  marketplace. 

The  scramble  kicked  off  in 
June,  when  Apple  decided  to  boot 


Google’s  long-dominant  mapping 
software  off  the  new  iPhone  sched¬ 
uled  to  debut  in  the  fall.  Google 
responded  within  days  with  an 
improved  version  of  Google  Now, 
a  voice-activated  digital  assistant 
for  its  Android  devices  that  emu¬ 
lates  —  and  in  some  circumstances 
surpasses  —  the  revolutionary' 

Siri  assistant  that  Apple  put  on  its 
iPhones  last  fall.  At  the  same  time, 
Google  completed  its  acquisition 
of  Motorola  Mobility,  for  the  first 
time  providing  the  search  king  with 
the  same  end-to-end  control  over 
software  and  hardware  that  Apple 
has  long  enjoyed. 

The  result  of  these  major  strategic 
initiatives  is  that  your  next  smart¬ 
phone  will  move  from  being  a  col¬ 
lection  of  individually  helpful  but 
largely  unconnected  applications, 
to  being  increasingly  dominated 
by  a  single  master  app  that  seam¬ 
lessly  and  intuitively  integrates  the 
essential  functions  you  commonly 
use.  As  master  apps  become  more 
powerful  —  this  won’t  happen  all 
at  once  —  they  will  marginalize  the 
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“Meanvyhile,  the  mobile 
app  at  the  typical 
newspaper  is  as  static, 
unintuitive,  and  non¬ 
transactional  as  a  brick.” 


r 

value  of  freestanding,  single-function  apps  such  as  those 
offered  by  newspapers. 

Smarter  smartphones  will  anticipate  your  needs  and  ad¬ 
vise  you  at  every  point  of  the  day  by  accessing  your  calen¬ 
dar,  inde.xing  your  searches,  learning  what  you  like  to  read, 
tracking  your  purchases,  and  monitoring  your  location. 

In  the  not-too-distant  future,  your  phone  will  automat¬ 
ically  wake  you  in  time  to  get  to  your  first  meeting,  taking 
into  account  weather  and  traffic  conditions.  It  will  guide 
you  to  the  nearest  Starbucks,  where  your  standing  order 
will  be  ready,  and  the  device  automatically  will  pay  for  it. 
The  phone  will  route  you  around  traffic  jams  and,  at  your 
command,  tell  your  host  how'  late  you  e.xpect  to  be.  While 
you’re  driving,  the  phone  will  read  aloud  your  incoming 
texts,  emails,  and  voicemails  so  you  can  dictate  immedi¬ 
ate  replies. 

Meanwhile,  the  phone  will  be  aggregating  and  curating 
information  in  real  time  on  topics  it  has  learned  you  like, 
ranging  from  the  latest  news  to  cheap  flights  to  Maui. 

The  phone  will  follow  your  voice  commands  to  read  the 
items  you  select  and  then  fetch  any  additional  informa¬ 
tion  you  request,  alert  colleagues  to  important  articles, 
add  items  to  your  read-later  list,  and  nag  you  w'hen  you 
don’t  read  them. 

Over  time,  the  phone  will  learn  so  much  about  you  that 
it  will  be  able  to  send  you  advertising,  daily  deals,  and 
other  commercial  information  tailored  to  your  evolving 
interests  and  specific  location.  And  a  great  deal  of  that  ad¬ 
vertising  will  be  from  the  local  businesses  that  historically 
advertised  in  newspapers. 

The  revenue  potential  for  this  intimate  and  immediate 
form  of  advertising  is  w^hy  Google  and  Apple  are  racing  to 
make  their  phones  as  intuitive  and  helpftil  as  they  can  be. 
Facebook,  Twitter,  Microsoft,  Foursquare,  and  dozens  of 
smaller  wannabes  are  in  the  hunt,  too. 

Meanw'hile,  the  mobile  app  at  the  typical  newspaper  is 
as  static,  unintuitive,  and  non-transactional  as  a  brick. 

The  only  thing  most  newspaper  apps  can  do  is  post  the 
publication’s  editorial  output  for  the  prior  18  hours.  As  this 
content  gets  sucked  into  the  master  apps  running  next- 


gen  smartphones,  the  traffic  at  these  single-purpose  news 
apps  is  bound  to  shrink.  Publishers,  of  course,  can  block  the 
export  —  but  only  at  the  risk  of  further  cutting  their  traffic. 

Even  worse,  most  publishers  never  invested  in  capturing 
the  sort  of  detailed  information  about  individual  readers 
that  is  the  coin  of  the  realm  for  modern  digital  advertising. 
Stuck  for  the  most  part  with  selling  run-of-site  banners  by 
the  thousands,  publishers  have  neither  the  data  nor  the 
technology  necessary'  to  deliver  individually  targeted  or 
geo-aware  advertising. 

Unless  something  changes  incredibly  fast,  newspapers 
will  miss  the  next  big  thing  in  media.  ■ 


Alan  D.  Mutter  is  a  former  news¬ 
paper  editor  and  Silicon  Valley  CEO 
who  now  advises  media  companies 
on  technology  and  technology 
companies  on  media.  He  blogs  at 
Reflections  of  a  Newsosaur 
(newsosaur.blogspot.com). 
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GRAPH  GRAPH  EXPO  is  Print  Integrated! 

Welcome  to  GRAPH  EXPO  2012,  spanning  the  entire  realm  of  Print, 
October  710, 2012  Online  and  Mobile  Communications  and  held  in  the  LARGEST  print 

McCormick  Place  South  •  Chicago.  IL  USA 

market  in  the  world  —  Chicago,  IL! 

At  this  exhilarating  world-class  exhibition  come  see  and  explore  live  running  applications  of  all  the  latest  technologies,  products  and  services 
and  discover  exciting  new  solutions  and  profit  opportunities  that  are  exactly  right  for  YOU! 

Innovation  in  Every  Section  &  Pavilion!  Unsurpassed  industry  Networidngl 

_  ■  ■  An  unprecedented  industry ‘migration’ 

Featured  Show  Floor  Highlights  to  c:hicago  is  in  progress  now.  as  48 

returning  and  organizations’ 

News  Print-The  Newspaper  Pavilion  Sponsored  by  conferences,  user-group  meetings  and 

Newspaper  Operations,  Print  Production  Pros  and  Commercial  Printers  special  events  will  be  held  in  tandem  with 

will  find  new  ways  to  cut  costs,  boost  profits  and  make  informed  buying  this  year’s  show!  Featuring: 

decisions. 
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PODi  Cross-Media  Application  Gallery 

(Inside  the  Marketing  Pavilion) 

A  brilliant  array  of ‘Best-ol-Results’  case  studies  on  winning  print  integrated  cross-media 
applications  lor  you  to  see,  understand  and  USE! 

PrintMediaCentr  at  GRAPH  EXPO... 

Experience  the  Printerverse 

Introducing  the  exciting  new  multi-media  ‘hot  spot’  where  attendees  will 
come  to  meet,  Tweet,  learn,  share,  EXPERIENCE  and  ‘test  drive’  some  of  P'!|«ditfsl!«S 
the  ground  breaking  communication  tools  that  are  propelling  our  industiy  : 

forward  in  exciting  new  print-integrated  directions! 

The  Marketing  Pavilion 

Sponsored  bv 

For  Printers  seeking  to  transition  into  or  grow  as  a  'Marketing  Service  ^ 

Provider,'  or  an  Agency  .seeking  the  liot  trending  tooLs/orterings  and 

proven  best  practices.  Featuring:  ‘ 

Marketing  Theater  Booth  #1274 

www.graphezpo.com/showfloor/showlloorfeatures/marketingpavilion.aspx 
See  All  Theater  Sessions 


Prepress  /  Software:  Workflow  &  Design 

See  all  the  hottest  new  software  and  ‘test-drive’  the  very  latest  equipment  to  learn 
ways  to  streamline  all  processes,  increa.se  your  productivity,  personalize,  customize 
and  bring  your  designs  to  life.  PLUS  see  innovations  in  V  F  ii:  and  l‘..ck,icv 
I’tiniin-.  here  and  demonstrated  across  the  expansive  show  Hoor! 

Press  /  Finishing  /  PackPrint  /  Photo  Imaging 

Discover  what  you  need  to  produce  printed  and  finished  products  from  among 
the  newest  array  of  digital,  hybrid  and  sheetfed  offset  presses  and  finishing 
innovations  lor  runs  of  all  sizes,  substrates  and  types. 

Mailing  &  Fulfillment  Center 

Still  the  l.ARGF'ST  mailing  &  fulfillment  exhibition  ans-where — with  MDRH  acro.ss 
the  show  floor  for  attendees  to  discover  all  of  the  latest  production  technologies, 
systems  and  applications  to  add  value  to  their  clients’  projects. 

Sponsored 

GREENspace  One-on-One  Consultations  OH 

Dedicated  to  educating  you  about  sustainability  and  what  going  green’  Ul  U 

really  means  to  your  business  and  your  customers,  featuring  a  compelling  U^SA 

array  of  all  the  latest  eco-friendly  products  and  services. 

Future  Print  Booth  #3457 

The  Experiential  Lab:  Printed  Electronics  sponwrtd 

Printed  electronics  is  the  next  BIG  THING  with  the  global  printed  ffisTHrll 

electronics  market  expected  to  reach  $24  billion  by  2015!  Y(3UR  “ 

future  profits  are  here  l./VH  in  Future  Print  "  Ihe  Fixperiential  l.ah.  ” 

Demonstrations  ik  Presentations  bv  Flex  Tech  Alliance 


An  unprecedented  industry  ‘migration’ 
to  Cihicago  is  in  progress  NDW.  As  48 
returning  and  organizations’ 
conferences,  user-group  meetings  and 
special  events  will  be  held  in  tandem  with 
this  year’s  show!  Featuring: 

International  Newspaper  Group 
Conference 

October  5-7.  Delivering  trending  information  on  new 
equipment  and  tcchnologj-  many  of  which  you  will  see  LIVE  on 
the  exhibit  floor.  Gain  insight  into  the  future  of  newspapers, 
ideas  on  use  tor  older  equipment  and  products,  plus  the  newest 
management  methods  and  practices.  Ihe  conference  also  is  a 
platform  tor  dynamic  interaction  among  newspaper  executives 
and  industry  vendors  through  networking,  receptions,  hosted 
conference  dinners  plus  the  robust  tjRAPH  F!XPt)  trade  show 
floor  at  McCormick  Place — the  new  home  for  Newspapers. 
wsvw.azcentral.com/advert/ing/ 


.ABB  User  Group 

IN(;  hnernatunml  Newspaper  Group 
manrug  manroland  Users  Group 
Gonference  C  BoD  Meeting 


Muller  Martini  Gonference 
&  BoD  Meeting 
TKS  Users  Group 


w\vw.graphexpo.com/SessionsEvents/(!olocaiedEvenis.aspx 


SPECIAL  FREE  PRESENTATION 

SUNDAY,  OCTOBER  7  11:00  am  -  12:00  noon 
NEWSPAPER  PRINTERS  &  PUBLISHERS 
NEWSFLASH!  Research  Data  and  New 
Technology  Update  Sponsored  by 


Ihis  special  session  will  present  the  hot  trending  issues 
especially  related  to  newspaper  production  professionals. 

A  special  .segment  t)f  the  program  will  highlight  the  hottest 
technologies  on  the  GRAPH  F'XPO  show  floor  of  key 
interest  to  newspaper  and  related  print  and  publishing  pro.s. 
t!omplinients  of  INC!,  other  interested  industry  groups  and 
GfUAPH  F.XPD  attendees  are  invited  to  participate  in  this 
special  pre-show  event. 
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Don't  miss  a  thing  at  the  show! 
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The  New  Home  of 
Andy  Borowitz 


The  former  newspaper  columnist  takes 
his  talents  to  The  New  Yorker 

By  Rob  Tornoe 


he  New  Yorker,  known  throughout  the 
field  of  journalism  for  its  erudite  take  on 
politics  and  humor,  tweeted  earlier  this 
month,  “As  much  as  President  Obama 
wants  us  to  call  Mitt  Romney  ‘Romney 
Hood,’  I’m  going  to  stick  with  my  nickname  for  him, 
‘F— king  Asshat.’” 


Actually,  it  wasn’t  a  Nov  Yorker 
tw  eet  per  se  —  it  was  sent  by  the  New 
Yorkers  new  high-profile  columnist 
Andy  Borowitz,  the  comedian  and 
writer  behind  the  immensely  popular 
Borowitz  Report. 

The  New  Yorker  acquired  the 
Borowitz  Report  in  July  as  part  of 
a  larger  effort  to  launch  a  humor 
vertical  on  newyorker.com,  w'hich, 
according  to  editor  Nick  Thompson, 
will  steer  clear  of  the  cute  cat  stuff  so 
prevalent  on  the  Internet. 

So  how  did  Borowitz,  w'ho  by  all 
accounts  was  doing  terrifically  on  his 
own,  end  up  with  the  New  Yorker? 

“It  was  their  idea,”  Borowitz  said. 
“Da\id  Remnick  and  Susan  Morrison, 
who  edits  me  at  the  magazine,  ap¬ 
proached  me  about  doing  it  a  couple 
of  months  ago.  They  made  a  ver\' 
strong  financial  offer,  and  the  deal 
came  together  quickly.” 

Thompson  said  that  many  editors 
at  the  New  Yorker,  including  Mor¬ 
rison  and  Remnick,  had  long  consid¬ 
ered  Borowitz  the  funniest  guy  on  the 


Internet  and  were  already  addicted 
to  the  comedian’s  Twitter  feed,  which 
he  updates  with  topical  jokes  and  off¬ 
color  remarks  many  times  throughout 
the  day. 

Borowitz  is  now'  the  centerpiece  of 
the  New  Yorkers  new  humor  page, 
called  Shouts  &  Murmurs  after  the 
popular  magazine  feature.  It  is  a 
showcase  for  the  magazine’s  popular 
essays  as  well  as  original  blog  posts. 
Not  only  is  it  a  spotlight  for  the  New 
Yorkers  stable  of  writers  and  big- 
name  comedians,  it  also  offers  staffers 
an  opportunity  to  showcase  their 
humor  chops,  including  fact  checker 
Nathan  Stein. 

“One  of  my  absolute  favorite  things 
about  Mitt  is  the  way  he  constantly 
inhales  ox>'gen  and  expels  carbon 
dioxide  and  w'ater  vapor,”  Stein 
wTOte  on  the  blog,  in  the  character  of 
Romney’s  wife,  Ann.  “And  if  there’s 
one  thing  I  know  about  Mitt,  it’s  this: 
He’s  going  to  keep  on  respirating,  no 
matter  what.  He’s  incorrigible.” 

I  can’t  help  but  think  newspapers. 


once  again,  have  missed  the  boat. 
After  all,  political  cartoons  were  cre¬ 
ated  at  American  newspapers,  and 
political  satire  of  all  kinds  has  a  long 
and  storied  histoiy  in  their  inky  gray 
pages. 

While  newspaper  companies  have 
largely  cut  their  humor  writers  and 
political  cartoonists  as  competition 
for  advertising  revenue  became  fierce, 
anyone  with  a  Facebook  account 
knows  how'  popular  humor  and  satire 
is  online. 

The  reasons  newspapers  have  shied 
away  aren’t  due  solely  to  budget  cuts 
or  a  retrenching  into  core  avenues  of 
journalism,  although  there  is  certain¬ 
ly  some  of  that.  Thompson  said  he 
thinks  newspapers  by  and  large  still 
seem  to  have  great  difficulty  leverag¬ 
ing  their  brands  in  the  modern  world 
of  social  networking. 

“We  can  post  Borowdtz’s  pieces  on 
the  homepage,  and  they  do  OK.  But 
most  of  the  traffic  comes  from  social 
media  outlets  like  Facebook  and 
Twitter,  because  humor  is  such  a  viral 
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Courtesy  of  The  New  Yorker 


“Fox  News,  John  Boehner,  Donald  Trump,  Michele 
Bachmann,  Herman  Cain,  Rick  Perry,  Newt  Gingrich, 
the  birthers,  the  tea  party  ...  I  could  go  on.  I  don’t 
think  there’s  ever  a  shortage  of  material  when  you’re 
writing  about  politics.’’ 


and  social  phenomena,”  Thompson 
said.  “For  humor  to  be  a  financial  suc¬ 
cess,  media  companies  need  to  work 
on  and  develop  a  deep  integration 
with  social  media,  something  that  the 
New  Yorker  has  excelled  with.” 

Borowitz  had  previously  syndicated 
his  columns  to  newspapers  through 
Creator’s  S\Tidicate.  But  once  he 
decided  to  sever  ties  and  make  his 
website  the  main  destination  for  the 
Borowitz  Report,  traffic  grew’  explo¬ 
sively,  which  eventually  led  to  the 
New  Yorker  deal. 

“This  was  a  case  of  me  stumbling 
my  way  to  a  happy  result,”  Borowitz 
said.  “The  Internet  has  got  newspa¬ 
pers  beat  in  terms  of  velocity.  I  can 
tweet  a  fake  headline,  write  the  story 


in  10  minutes,  and  publish  that  story 
in  15  minutes.  It’s  hard  to  compete 
with  that  in  print.” 

The  timing  of  the  deal  couldn’t 
have  been  better  for  Borowitz.  After 
digging  his  teeth  into  the  Olympics, 
the  stage  is  now  set  for  the  national 
political  conventions  and  the  2012 
presidential  election. 

Despite  media  predictions  in  2008 
that  proclaimed  the  end  of  political 
humor  due  to  the  election  of  Presi¬ 
dent  Obama,  Borowitz  has  thrived. 

“What  surprised  me  about  the 
Obama  White  House  was  how’  his 
enemies  —  and  they  are  legion  — 
provided  such  great  fodder,”  Boro¬ 
witz  said.  “Fox  News,  John  Boehner, 
Donald  Trump,  Michele  Bachmann, 


Herman  Cain,  Rick  Perry,  Newt  Gin¬ 
grich,  the  birthers,  the  tea  party ...  I 
could  go  on.  I  don’t  think  there’s  ever 
a  shortage  of  material  when  you’re 
writing  about  politics.” 

So,  would  Borowitz  be  happy  if  a 
certain  Massachusetts  Republican 
w’ere  elected  president? 

“Mitt  Romney  seems  like  comedy 
gold  to  me,”  Borowitz  said.  “I’m  not 
sure  that’s  a  reason  to  let  him  run  the 
country,  though.”  ■ 


Rob  Tomoe  is  a  cartoonist  and 
columnist for  Editor  &  Publisher 
and  can  be  reached  at 
robtomoe@gjnail.com. 
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By  Allan  Wolper 


Plagiarism  and  journalism. 

Two  isms  that  seem  insepa¬ 
rable  these  days. 

The  painful  relationship  is 
riveting  Midwestern  ethics  circles  where 
Steve  Penn,  a  former  longtime  metro  col¬ 
umnist  for  The  Kansas  City  (Mo.)  Star,  is 
suing  the  newspaper  for  defamation. 

The  Star  fired  Penn  July  12,  2011 
because  it  said  he  had  been  publishing 
press  releases  verbatim  in  his  column 
—  a  form  of  plagiarism  that  has  plagued 
the  news  media  for  ages.  Then  last  July, 

Penn  fired  back,  filing  his  suit  against 
the  Star  and  corporate  owmer,  McClatchy 
Newspapers,  Inc.,  alleging  his  editors 
knew  all  about  his  pilfering  and  that 
plagiarizing  press  releases  was  common 
practice  at  the  paper. 

“We  believe  the  evidence  is  going  to 
show  that  it  (copying  press  releases  Farced  Zakaria  was  suspended  Plagiarism  is  the  obsession  of 

without  attribution)  was  widely  done  for  a  month  from  Time  Magazine  journalists, 

by  various  reporters  at  the  Star,”  Penn’s  and  CNN  for  stealing  a  story  from  Lifting  press  releases  verbatim 

lawyer  Lyle  M.  Gregory'  told  The  Pitch,  an  The  New  York  Times.  Jonah  Lehrer  and  publishing  them  without  at- 

altemative  newspaper  in  Kansas  City  .  of  The  New  Yorker  added  a  new  tribution  is  a  sin  against  readers.  It 

Is  this  making  you  snore?  Another  wrinkle  to  the  debate  when  he  used  is  a  violation  of  the  public  trust  that 

tired  column  about  journalism  ethics.  an  old  freelance  trick  —  publishing  media  love  to  talk  about.  It  gives 

Even  worse,  about  press  releases.  C’mon.  the  exact  same  copy  to  various  pub-  the  impression  that  the  paper  is  not 

What’s  the  big  deal?  The  media  are  down-  lications,  a  form  of  self  plagiarism.  an  independent  voice.  It  calls  into 

sizing  every  digital  second.  It’s  a  miracle  Politico  w'riter  Kendra  Marr  w'as  question  every  other  story  in  the 

reporters  have  the  time  to  cut  and  paste  busted  as  a  serial  plagiarist.  NPR  paper. 

up  press  releases,  let  alone  insert  them  in  intern  Ahmad  Shafi  was  caught  That’s  why  Penn’s  allegations,  if 

their  stories  and  columns.  cribbing  a  piece  from  the  London  proven,  would  seriously  damage 

Newspapers,  especially  in  smaller  Review  of  Books.  Omnd  on.  the  credibility  of  the  5^ar.  It  would 

markets,  run  pieces  with  the  contact  So  w'hy  bother  with  press  release  ,  also  violate  the  clearly  stated  Code 

numbers  of  public  relations  firms.  News  thievery?  Because  it  is  a  slippery'  of  Ethics  in  the  5tar  and  the  Code 

organizations,  including  E^P,  publish  slope.  The  recent  list  of  plagiarists  i  of  Conduct  spelled  out  on  the  Mc- 

items  that  are  even  labeled  press  releases.  ;  —  cheaters,  if  you  might  —  lifted  Clatchy  corporate  website. 

Book  excerpts  are  reprinted  like  paid  pieces  that  were  in  the  main  con-  “Credibility  is  the  Star's  greatest 

advertisements.  firmed  as  fact.  i  asset,”  according  to  the  Stars  Code 
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ethics  corner 


Keepers  of  the  Public  Trust 


The  news  hole  is  no  place  for  PR  copy 


editorandpublisher.com 


“No  PR  person  in  his  right  mind 
would  complain  about  having  his 
copy  lifted  ” 

—  John  Landsberg,  president  of  Bottom  Line  Communications 


r 


of  Ethics.  “Frr  that  ccb  jOp  a)  jpc, 
editorial  employees  uiust  make  every 
effort  to  fully  identify  the  news  source 
in  a  story  or  behind  one.” 

The  paper’s  section  on  plagiarism 
is  even  more  specific:  “Do  not  bor¬ 
row  the  work  of  others.  Plagiarism 
includes  the  wholesale  lifting  of  some¬ 
one  else’s  writing,  research,  or  origi¬ 
nal  concepts  without  attribution.” 

The  editors  at  Star  aren’t  talking, 
citing  the  lawsuit,  and  Penn  is  letting 
his  legal  papers  speak  for  him.  But 
everyone  else  in  the  Kansas  City  me¬ 
dia  world  and  on  blogs  and  websites 
across  the  country  are  weighing  in. 

The  Public  Relations  Society  of 
America  said  press  releases  are  sup¬ 
posed  to  be  copied,  a  position  echoed 
by  Kansas  City’s  public  relations 
community.  It  is  a  given  that  they  are 
not  going  to  blow  the  whistle  on  a 
reporter  reprising  their  copy. 

“I  write  them  so  they  will  be  pub¬ 
lished  in  a  newspaper,”  John  Lands¬ 
berg,  president  of  Bottom  Line  Com¬ 
munications,  a  former  sports  writer 
for  The  (Cleveland)  Plain  Dealer, 
and  frequent  blogger  on  Kansas  City 
media,  told  me.  “No  PR  person  in  his 
right  mind  would  complain  about 
having  his  copy  lifted.” 

Ryan  Gerding,  vice  president  of 
INK  Inc.,  PR  agrees,  but  added  an¬ 
other  wrinkle  to  the  discussion.  “We 


want  a  third  party  —  like  a  newspa¬ 
per  —  to  endorse  our  client’s  point  of 
view.  However,  if  that  third  party’s 
credibility  is  called  into  question,  then 
our  client  is  hurt  as  well.” 

Charles  Davis,  a  professor  of  jour¬ 
nalism  at  the  University  of  Missouri, 
said  he  would  be  surprised  and  disap¬ 
pointed  if  Penn  can  prove  that  other 
reporters  at  the  Star  were  guilty  of 
promotional  plagiarism. 

“If  you  are  in  PR,  you  are  hoping, 
please  God,  that  the  paper  will  use 
your  releases,”  he  told  me.  “However, 
it  is  unethical  for  a  reporter  to  present 
a  press  release  as  his  own  work.” 

In  a  July  2011  unbylined  story,  the 
Star  publicly  divulged  what  Penn  had 
done.  The  paper  reported  that  Penn, 
a  metro  columnist  since  2000  and  a 
reporter  at  the  paper  since  July  1980, 
had  hijacked  public  relations  copy  at 
least  a  dozen  times  since  2008. 

“We  value  Steve’s  many  years  of 
service  to  the  Star,"  said  Mike  Fannin, 
editor  and  vice  president  of  the  Star, 
in  the  article.  “Unfortunately,  in  these 
instances  over  an  extended  period  of 
time,  Steve  made  some  serious  errors 
of  judgment  that  we  concluded  were 
clear  violations  of  our  ethics  policy. 
Regrettably  that  means  we  have  to 
part  ways.” 

But  the  story  had  some  obvious 
holes  in  it,  as  noted  by  Rick  Nichols, 


a  frequent  poster  to  John  Landsberg’s 
media  blog:  “Why  was  the  plagiarism 
allowed  to  continue  as  long  as  it  ap¬ 
parently  did?  Was  anyone  in  manage¬ 
ment  ever  disciplined  for  this  failure 
to  intervene  earlier?” 

And  one  more  question  from  me: 
Who  blew  the  whistle  on  Penn? 

Meanwhile,  the  suit  got  off  to  a 
rocky  start  when  reporters  noted 
that  the  court  papers  were  said  to  be 
filed  in  Jackson  County,  Kan.,  rather 
than  Jackson  County,  Mo.,  that  the 
name  of  the  paper’s  editor  was  spelled 
wrong,  and  that  Penn  was  described 
as  a  sports  columnist  rather  than  a 
metro  columnist. 

Then  there  is  this: 

Unless  Penn  backs  off,  this  case  is 
going  to  be  heard  in  court.  Why?  Be¬ 
cause  the  Star  will  not  want  to  settle 
the  case.  That  would  be  seen  as  a  tacit 
admission  that  Penn  was  right  when 
he  claimed  that  he  wasn’t  the  only  one 
pilfering  public  relations  copy.  ■ 

Allan  Wolper  is  a  professor  of 
jonmalism  at  the  Neu^ark  campus 
of  Rutgers  University  and  the  host/ 
producer  of  “Conversations  with 
Allan  Wolper,”  a  Wednesday  night 
broadcast  on  WBGO  88.3,  an  NPR 
affiliate  in  the  New  York  area. 
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Canon 


DnwfBions  (Inches,  width/height/ 


Digital  Cameras 
Worth  Talking  About 


01  Sony  Alpha 
SLT-A77V 

The  SLT-A77V  delivers  generally 
excellent  photos  and  videos.  The 
camera  does  a  good  job  of  sharpening 
JPEGs  in  the  default  settings.  For 
shooting  video,  the  autofocus  works 
smoothly  and  quietly,  and  the  camera 
is  easy  to  maneuver  without  a  rig. 
Although  it  is  heavier  than  some  other 
cameras,  it’s  built  sturdily,  and  the  body 
IS  dust-  and  weather-resistant. 


FEATURES: 


FEATURES: 


forward  thinking 


Battery  life  -  not  available _ 

Dimensions  (inches,  width/height/ 
depth)  -  4.8x3.5x1.7 _ 

Body  operating  wek^  (ounces)  - 15.1 
Manufacturef’s  price  -  $999.99 
(body  only) _ 


Dimensions  (inches,  width/height/ 
depth)  -  5.8x4.1x3.? _ 

Body  operating  (ounces)  -  25.9 
Nanutetwer^  price  -  $1,399.99 
(body  only) 


depth)  -  5.2x4.1x3 

Body  operating  leci^  (ounces)  -  24.3 
Manufadurer’s  price  -  $1,199.95 
(body  only) 


Battery  Me  -  470  shots 

Dimensions  (inches,  width/height/depth) 

-  5.2x3.9x3.1 _ 

Body  operating  weight  (ounces)  -  20 
Manufacturer’s  price - 

$799.99  (body  only) 


FEATURES: 


:  03  Canon  EOS 
Rebel  T3i 

According  to  CNET,  the  Canon  EOS  Rebel 

•  T3i  is  the  best  DSLR  camera  available  for 
.  less  than  $1,000.  The  camera  not  only 

:  caters  to  still  shooters,  but  to  videographers 
as  well.  Canon  incorporates  the  Video 
Snapshot  feature  from  its  camcorders, 

•  allowing  users  to  snap  up  to  eight- 

:  second  clips  and  add  some  in-camera 
special-effects  filters.  The  camera  is  fast 
■  -  powering  on,  focusing,  and  shooting  in 
about  0.3  second.  Customer  reviews  noted 
;  excellent  image  quality  and  easy-to-use 
;  design,  features,  and  settings. 


■  04  Olympus  OM-D 

■  E-M5 

According  to  CNET,  the  Olympus  OM-D 
E-M5  is  the  fastest  camera  in  its  class.  It 
:  powers  on,  focuses,  and  shoots  in  less 
!  than  1.1  seconds.  It’s  a  good  size  that  is 
comfortable  to  grip.  A  unique  feature 
is  the  camera’s  ability  to  display  and 
adjust  the  highlight  and  shadow  areas 
of  the  tone  curve  in  the  viewfinder.  The 
interesting  and  streamlined  shooting 
•  design  is  another  noticeable  feature. 

■  Customers  gave  it  high  ratings  for 
.  image  quality,  image  stabilization, 

autofocus,  and  shot-to-shot  speed. 


l^LYMPUS 


Battery  ite  -  470  shots 


02  Nikon  D7000 

Although  the  Nikon  D7000  is  on  the 
expensive  side  for  a  first-time  DSLR 
purchase,  CNET  reports  that  it  stands 
out  as  a  great  camera  for  experienced 
photographers  and  for  those  who  are 
ready  to  replace  their  current  DSLR 
camera  with  something  more  powerful. 
Fans  of  the  camera  commented  on 
its  great  photo  quality,  solid  and 
consistent  exposure  and  metering,  and 
two  SD  card  slots. 


Battery  ite  - 1,050  shots 
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Advertising  &  Circulation 

innovation 


AdManagerPro"'  and  CirculationPro"  give  you  the  ability  to 
manage  your  advertisers  and  subscribers,  report,  publish, 
and  centralize  operations,  all  in  easy-to-use 
browser-based  systems. 


Let  us  show  you  how  our  Sa| 


TODAY! 


Contact  us  for  a  demo! 

info@mediaspangroup.com 

mediaspangroup. com/demo 


MEDI  ASPAN 

mediaspangroup. com 


Dispatch: 


"Oid"  Dispatch: 
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Not  to  be  missed 


Generally,  page  A2 


Business 


Metro  &  State 


Within  Business 


Wrthin  Sports 


The  paper’s  presses  wall  be  retrofit¬ 
ted  to  enable  them  to  increase  pro¬ 
ductivity  by  50  percent  by  printing 
three  pages  in  the  former  space  of 
tw^o  pages.  The  three-around  format 
wall  allow  a  50  percent  increase  in 
color  production  and  use  33  percent 
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Some  newspapers  are 

abandoning  daily  home 
delivery,  but  The  Columbus 
(Ohio)  Dispatch  —  circula¬ 
tion:  142,000  daily,  265,000  Sunday 
—  shows  no  signs  of  following  suit 
and  believes  its  future  lies  in  a  new^ 
sub-tabloid  format. 

I,  and  more  than  a  hundred  other 
readers  of  Ohio’s  aw'ard-wanning 
capital  cit>'  new'spaper,  responded  to 
an  offer  in  editor  Benjamin  J.  Mar- 
rison’s  July  1  column  to  get  a  first 
look  at  the  new  format  on  July  9  at 
the  Franklin  Park  Conservatory  and 
Botanical  Gardens  Grand  Atrium  in 
Columbus. 

We  got  to  sample  finger  food  and 
cocktails  while  Marrison  and  other 
Dispatch  executives  showed  what 
they  describe  as  the  “formatted  for 
life”  paper  will  look  like  beginning 
Sept.  10  and  why  it  will  look  that  way. 

In  a  nutshell,  the  Dispatch  is  giving 
up  its  broadsheet  size  (22  inches  high 
by  11.5  inches  wide)  and  reformatting 
to  14.6  inches  by  10.5  inches  —  called 
three-around  —  in  two  months. 

Tjpically,  newspapers  significantly 
smaller  than  broadsheet  are  called 
tabloids,  though  tabloids  generally  are 
17  by  11  inches,  slightly  larger  than 
the  three-around.  Dispatch  executives 
avoided  using  the  term  tabloid,  likely 
because  the  name  is  associated  with 
lurid  and  exaggerated  journalism  — 


not  what  the  steady  but  occasionally 
flashy  Dispatch  dispenses.  (The  paper 
was  selected  as  the  state’s  top  news¬ 
paper  by  the  Associated  Press  of  Ohio 
in  three  of  the  past  four  years,  and  its 
journalists  have  won  many  individual 
awards.) 


guest  column 


Touring  the  New 
Three-Around  Size 


Columbus  Dispatch 
unveils  sub-tabloid 
format 


Bv  John  K.  Hartman 


Navigating 
the  “new" 

Bi$patrn 

*  Formatted  hr  llh. 


Wlii'M  vw  diH’idwl  U)  ininsldiin  Tin*  Were  doing  lliis  In  a  miinlK’r  of  ways. 
(jtlumlfits  OisiHiuii  iniu  iis  mnv.  tirsi-of-  tni  liHiing  die  addition  of  new  and  more 


its  kind  format,  we  i(M>k  it  as  an  op^xir- 
lunity  to  re-e\'aitiaie  lioih  (he  lonient  we 
present  and  how  wv  i)a*seni  it. 

Our  lop  goal  is  to  elevate  the  reader 
cxiicrience  evcr\'  day  of  the  wet*k. 


vivid  section  fronts,  improved  labeling 
of  stories  and  better  orguni/ation  of 
content  —  all  in  a  more  convenient 
formal  that  will  enhance  youi  daily 
reading. 


i  iere's  a  quick  look  at  some  differences  between 
the  previous  and  “new"  versions  of  The  Disfiatch. 


All  top  local  news,  all  national 
and  intemationdt  news,  and 
all  editorials  and  opinion 
columns  were  housed  in  the 
same  front  section. 


Now,  the  top  stories  of  the  day 
receive  their  own  front  section, 
immediately  followed  by 
Nation  &  World  —  a  new 
section  comprised  of  the 
top  stories  from  outside  of 
Central  OhiaThe  editorial 
pages  also  become  part  of 
this  new  section. 


81if  (ti)hHBbu»^ls|nlrii 
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Speed  Read  on  Page  A2 


Today's  Index  on  page  A2 


Published  within  the 'A*  section 
Monday-Saturday.  Was  its  own 
section  on  Sundays. 


Will  appear  within 
Metro  &  State 


Will  be  its  own  section 
seven  days  a  week. 
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Uncoil  hits  Hucki'xr  Ik 

^  tt  mWiWSrnM: 


Food  Editor  RoUn  Davis' 
Get  Real  cohuan 


number  of  pages  would  be  added  so 
that  no  significant  space  for  content 
would  be  lost. 

The  new  Dispatch  wall  be  more  like 
a  “daily  news  magazine,”  he  said. 

We  were  given  a  protot\pe  that 
offered  many  more  freestanding  sec¬ 
tions  than  the  current  paper,  which 
regularly  offers  four  sections  Monday 
through  Wednesday,  sometimes 
expanding  Thursday  through  Satur¬ 
day,  until  the  multi-section  paper  on 
Sunday. 

In  addition  to  the  front  page,  the 
prototxpe  we  were  given  contained 
the  following  sections,  for  what  ap¬ 
peared  to  be  a  Sunday  issue,  in  this 
order; 


"Old"  Dispatch: 


‘Htvt"  Dispatch: 


Back  page  of 
Life  &  Arts 


Page  2  of  Life  &  Arts, 
and  renamed 
Celebrity  Scoop 


Inside  Wednesday 
Food  &  Life 


Regularly  on  the  cover  of 
Wednesday  Food  &  Life 


Content  included  such 
topic  areas  as  Three  to  Try, 
Outdoors  &  Recreation, 
Dining,  Movies  and 
Family  Fun, 


Three  to  Try  becomes 
Five  to  try,  and  some 
other  features  will  receive 
new  names,  including 
Sports  &  Recreation, 
Dining  &  Dessert, 
Movies  &  More  and 
Families  at  Play. 

Plus,  event-ticket 
information  moves 
to  page  2. 


D!Vy' 


Front  page 
Nation  &  World 
Metro  &  State 
Sports 

College  Football  (this 
would  be  fall  only  for  Ohio  State 
University  football  and  central  Ohio) 

Business 
Food  &  Life 
Weekender 


Spread  throughout  Sports 
arKi  Gdmeddy+  on  Saturdays. 
Spread  throughout  Spirts  on 
Sur>ddys. 


Gameday  f  will  be  the  home 
for  all  college  football  content 
on  Saturdays  during  the  college 
football  season.  Likewise,  a  new 
section,  College  Football,  will 
house  all  Ohio  State  and  other 
college  gridiron  coverage  on 
fall  Suixiays. 


All  content  ran  in 
Mome  &  Garden. 


Section  now  called  At  Home. 

with  three  subsections; 
Gardening,  Home  Projects 
and  Real  Estate 


l>()an  lowdovVf 


Ran  inside  CLICK. 


Runs  with  the  new  TV  This 
Week  feature  on  page  2  of 
Sunday  Arts  &  Life,  as  welt  as  on 
the  TV  page  on  the  back  rrf  Life 
&  Arts  Monday- Saturday 


Real  Estate,  Automobile,  Clas¬ 
sified,  Entertainment/Television, 
Gardening,  Travel,  Health,  Home 
Improvement,  and  other  specialtx’ 
sections  were  not  included  as  free¬ 
standing  but  could  be  separate  sec¬ 
tions  on  Sundays  and  on  other  days 
when  the  paper  is  bulkier. 

Marrison  promised  more  com¬ 
pelling  visual  elements,  including 
more  color  pages,  with  more  action 
photographs  on  section  fronts.  He 
said  jumps  or  continuations  of  stories 
from  page  one  to  inside  pages  would 
be  severely  limited,  because  readers 
do  not  like  them. 

Reader  disdain  for  jumps  was 
discovered  three  decades  ago  through 
the  original  research  that  led  to  the 
founding  of  USA  Today  Sept.  15, 


To  Your  Health 


Renamed  Your  Health. 
Still  runs  in  the  final  Sunday 
Difpatch  each  month. 


of  habit,  and  any  disturbance  of  that 
habit  can  result  in  them  going  else¬ 
where.  Changes  in  Michigan  —  where 
10  large  and  medium-sized  newspa¬ 
pers  have  abandoned  daily  home  de- 
liverv’,  thus  breaking  the  habit  —  have 
caused  upward  of  half  the  readers  to 
take  their  eyeballs  elsewhere  (and  not 
to  the  papers'  websites),  and  much 
advertising  has  been  lost. 

Editor  Marrison  told  us  that  though 
the  size  of  the  pages  would  shrink,  a 


less  newsprint. 

The  Dispatch  has  also  signed  an 
agreement  to  publish  The  Cincinnati 
Enquirer  and  The  Kentucky  Enquirer 
in  the  three-around  format  beginning 
this  fall. 

The  preview  session  lasted  nearly 
two  hours  and  was  a  combination  of 
seeking  reader  feedback  and  selling 
loyal  readers  on  accepting  the  forth¬ 
coming  changes. 

Newspaper  readers  are  creatures 
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1982,  and  is  why  the  national  news¬ 
paper  still  limits  jumps  from  section 
fronts  to  inside  pages. 

Marrison  said  section  fronts  will 
contain  one  to  three  articles  and 
one-paragraph  summaries  of  one 
to  three  articles  with  references  to 
inside  pages  where  the  entire  article 
can  be  read.  Indices  will  replace 
the  Speed  Read  feature  of  summaiy- 
paragraphs  that  currently  appears 
on  page  2  of  the  first  section. 

L-shaped  advertising  blocks  will 
be  seen  on  inside  pages  that  benefit 
both  news  layout  and  ad  \isibility. 
More  pictures  of  key  reporters  will 
accompany  their  articles,  Marrison 
said,  presumably  to  put  a  human 
face  on  the  paper’s  staff. 

Marrison  and  other  Dispatch 
e.xecutives,  one  of  whom  was  at  eveiy 
table,  were  hoping  for  the  audience’s 
approval.  He  said  80  percent  of  an 
earlier  group  liked  the  new  format, 
and  70  percent  liked  it  better  than 
broadsheet. 

When  asked  for  a  show  of  hands, 
most  of  the  attendees  indicated  their 
approval,  but  I  discerned  a  lack  of 
enthusiasm  and  a  desire  to  be  thank¬ 
ful  for  the  hospitality  influencing 
our  response.  We  were  then  asked  to 
submit  questions  on  note  cards  and 
were  given  the  following  answers  by 
Marrison  and  his  colleagues: 

•  The  paper  will  still  be  wide  enough 
for  a  birdcage  liner,  and  the  ink  will 
still  transfer  to  silly  putty  for  tempo¬ 
rary  tattoos. 

•  There  will  be  no  immediate  in¬ 
crease  in  subscription  cost  caused  by 
the  new  format.  Any  future  increases 
will  be  modest. 

•  The  dispatch.com  w-ebsite  will 
soon  be  behind  a  pa>-wall,  and  non¬ 
subscribers  will  be  allowed  10  free 
articles  a  month.  Dispatch.com  w’ent 
behind  a  pavwall  once  before  several 
years  ago,  but  the  loss  of  Web  audi¬ 
ence  was  so  great  that  it  returned  to 
its  current  free  model.  (The  pa\-wall 


plan  is  similar  to  The  New  York 
Times  metered  model,  which  began 
more  than  a  year  ago.) 

•  Seven-day  subscribers  to  the  print 
Dispatch  may  be  asked  to  pay  a 
small  amount  e.xtra  for  full  Web 
access.  (As  a  seven-day  subscriber,  I 
object  to  this.  I  believe  I  am  paving 
enough  at  $250+  a  year.) 

•  Sections  will  range  from  four  to  20 
pages. 

•  Sunday  advertising  inserts  will  be 
larger  than  the  folded  newspaper 
and  will  stick  out. 

•  Body  t\pe  size  and  body  tvpe  spac¬ 
ing  between  lines  will  remain  the 
same  as  will  headline  style  and  size. 
Additional  headline  decks  and  sub¬ 
heads  will  be  added  to  make  up  for 
the  smaller  pages,  as  needed.  (None¬ 
theless,  I  expect  headline  point  sizes 
to  trend  smaller  as  pages  shrink.) 

•  Promotion  of  the  new  format 
began  with  television  ads  during  the 
Olvinpics  and  increased  a  month 
before  the  launch. 

•  A  special  website  touting  the 
changes  (formattedforlife.com)  was 
established  to  help  readers  grow  ac¬ 
customed  to  the  switch. 

•  Reporters  will  be  asked  to  make 
their  articles  10  percent  “tighter.” 
(This  is  a  clue  that  when  all  is  said 
and  done,  there  will  be  a  bit  less 
content  in  the  three-around  Dis¬ 
patch,  but  most  readers  like  shorter 
articles  and  do  not  read  entire 
articles  an}'way.) 

•  The  reporting  and  editing  staff  will 
not  be  expanded  in  the  near  future. 

While  Marrison  and  his  colleagues 
went  to  great  lengths  to  describe  the 
move  to  three-around  as  “hi.storic” 
and  assiduously  avoided  the  term 
“tabloid,”  I  w'ould  describe  the  move 
to  a  sub-tabloid  size  as  “adaptive.”  It 
will  conserve  new'sprint,  and  it  may 
increase  readership  of  each  copy 
by  offering  more  sections  to  pass 
around  in  the  home,  office,  coffee 


shop,  and  other  social  settings.  If  it 
reaches  more  eyeballs  for  advertisers 
and  buttresses  the  paper’s  finances 
in  a  time  of  new'spaper  industry' 
financial  stress,  that  w'ould  be  “his¬ 
toric”  in  my  opinion. 

We  loyal  readers  in  attendance 
July  9  were  a  microcosm  of  w'hat  is 
ailing  the  new'spaper  industry’.  We 
were  nearly  all  middle-aged  or  older, 
mostly  white,  mostly  male,  and 
mostly  affluent.  We  are  still  a  good 
audience  for  many  advertisers,  but 
our  replacements  —  young,  multi¬ 
cultural,  female,  low’er  and  middle 
class  —  are  not  having  the  morning 
friendly  deposited  on  their  doorstep 
every  day,  and  they  increasingly  are 
turning  to  online  and  mobile  dev'ices 
for  their  news. 

I  know'  from  prev'ious  research  1 
conducted  (presented  in  2011)  that 
the  Dispatch,  its  sister  publications, 
and  broadcast  properties  in  Colum¬ 
bus  have  amassed,  by  far,  the  largest 
online  and  mobile  audience  of  young 
adults  in  the  metropolitan  area. 

But  now'  the  Dispatch  intends  to 
charge  for  its  online  and  mobile  con¬ 
tent  in  an  era  when  people  are  used 
to  free  access. 

Dispatch.com  w'ill  not  e.xactly  be 
“formatted”  for  young  adult  lives  if 
it  follow's  through  with  its  plan  to 
charge  for  access,  but,  as  other  news¬ 
papers  are  finding,  it  may  be  neces¬ 
sary'  for  surv'ival.  ■ 

John  K. 

Ha  rtman  is 
a  professor  of 
journalism  at 
Central 
Michigan 
University  and 
the  author  of 
two  books  about 

USA  Today.  He  can  be  reached  at 

John.hartman@dacor.net. 


32  I  E&P  SEPTEMBER  2012 


editorandpublisher.com 


Official  nomination  form  available  online: 

editorandpublisher.com/poy 


2012 


The  accelerating  ^  -  - 

pace  of  change  in  ^  Qf  rh| 
today's  information 
age  requires  a  greater  |L 

need  for  effective  lead-  /  M  . 

ership.  A  successful  news-  ^  ^ 

paper  leader  must  not  only 
strategize  from  the  trenches  with  practi¬ 
cality  and  realism,  but  also  think  with 
foresight  and  imagination. 

We  are  looking  to  honor  a  publisher 
who  has  risen  above  the  rest  and  accom¬ 
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Customized  ‘MyNewspaper’ 
Running  Digitai  ^ 


Innovative, 
hybrid  concept 
presented  by  Swiss 
Post  Solutions 
offers  customized 
news  content. 
Create  it  online; 
read  it  in  print  the 
next  day.  It  sounds 
good  on  paper, 
but ... 


\Mp^' 


any  people  still  prefer  print  to  the  online 
reading  experience,  especially  when  it 
comes  to  newspapers.  Europeans,  in  par¬ 
ticular,  seem  to  love  their  morning  paper. 

The  printed  medium  is  tactile  —  you  can  touch  and  feel  it. 
You  don’t  have  to  plug  it  in.  Research  shows  that  newsprint 
users  retain  more  of  what  they  read  than  their  oft-distract¬ 
ed,  online  counterparts. 

How  much  would  you  pay  to  have  a  “personalized” 
newspaper  delivered  to  your  doorstep?  The  MyNewspa¬ 
per  pilot  project  is  making  ink(jet)-on-paper  new'spapers 
tailored  to  readers’  interests  a  printed  realiU'.  For  the  past 
nine  months,  Swiss  readers  have  been  creating  their  own 
customized  pap>er  online,  choosing  daily  content  options 
from  a  dozen  national  and  international  publications.  Lo¬ 
gistics  firm  Swiss  Post  Inti,  delivers  the  German-language 
newspapers  the  following  day.  “This  means  that  readers  can 
combine  information  from  different  publishers,  depending 
on  what  they  are  interested  in  and  their  reading  habits,” 
said  Carsten  Vossmeyer,  head  of  press/publishers  at  Swiss 
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Post,  which  successftilly  tested  the  personalized  paper  con¬ 
cept  three  years  ago  under  the  name  Personal  News. 

During  its  yearlong  pilot  trial,  which  ends  in  late  Novem¬ 
ber,  the  MyNewspaper  product  is  available  in  the  Zurich, 
Basel,  Berne,  Lucerne,  and  Aarau  areas  of  Switzerland. 

(The  same  service  is  available  anywhere  in  the  world  as  an 
e-paper  for  iPad  and  other  tablets.)  Pagination  options  are 
available  in  24-,  36-,  and  64-page  formats. 

Software-inkjet  combo 

MyNewspaper  uses  software  developed  by  Previon.  Con¬ 
tents  are  collated  into  a  file  based  on  subscribers’  orders 
and  then  transferred  to  Swiss  Post.  Individualized  newspa¬ 
pers  are  then  digitally  printed  overnight  on  an  Oce  Jet¬ 
Stream  1000  by  subsidiary  Swiss  Post  Solutions  AG  in  tbe 
Harkingen  letter  center  and  mailed  the  next  day. 

Swiss  Post  Solutions  has  been  operating  tbe  JetStream 
1000  since  mid-2010,  primarily  for  transaction  and 
transpromo  applications  in  day-sbift  operation.  MyNews¬ 
paper  permits  additional  capacity  utilization  of  the  system 
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during  the  night  shift.  The  JetStream  —  in  its  quality,  per¬ 
formance,  and  costs  —  is  optimally  tailored  to  the  digitally 
printed  newspaper  market.  According  to  Oce,  more  than 
1,000  36-page  tabloid  newspapers  per  hour  can  be  printed 
in  high  quality  and  in  full  color  on  original  newsprint. 

The  JetStream  1000  is  “the  optimal  product  for  imple¬ 
menting  the  personalized  newspaper  concept,”  said  Roland 
Glauser,  MyNewspaper  project  manager.  ‘The  many  years 
of  experience  possessed  by  Oce  in  the  printing  of  fiilly  vari¬ 
able  data  considerably  simplified  implementation  of  the 
project.” 

Oce  holds  several  international  patents  in  the  area  of 
personalized  newspapers.  “We  patented  the  concept  for 
personalized  newspapers  and  founded  the  Digital  News¬ 
paper  Network,”  said  Sebastian  Landesberger,  executive 
vice  president  of  Oce  Production  Printing.  “As  the  partner 
of  Swiss  Post ...  Oce  is  once  again  a  pioneer  in  the  digital 
newspaper  market.” 

New  distribution  channel  for  publishers 

In  theory,  the  MyNewspaper  concept  offers  new  perspec¬ 
tives  for  publishers  and  advertisers  with  the  customer- 
customized  newspaper.  Its  target  groups  include  several 
hundred  thousand  readers  from  Germany  who  live  and 
work  in  Switzerland.  ‘This  model  is  particularly  interest¬ 


ing  for  publishers  working  internationally  in  combination 
with  digital  printing,”  said  Max  Rubens,  head  of  Press  Inti., 
another  Swiss  Post  subsidiaiy'.  “After  all,  there  will  still  be 
people  in  the  future  who  attach  importance  to  a  printed 
newspaper  and  don’t  w  ant  to  read  everything  on  screen.” 

But  the  proverbial  juiy-  is  still  out  as  to  whether  the  project 
continues  into  2013  and  beyond.  As  of  press  time,  “no  deci¬ 
sion  [had]  been  made  ...”  Bernhard  Biirki,  a  spokesman 
within  Swiss  Post’s  media  unit,  said  via  email,  adding  that 
“demand  for  the  service  and  economic  feasibility  will  be  the 
most  important  criteria  for  the  continuation  of  MyNews¬ 
paper.” 

After  the  first  sLx  months,  Biirki  said,  Swiss  Post  had  not 
“gained  as  many  subscribers  as  we  were  expecting.”  He 
added  that  program  changes  have  been  made,  based  on 
customer  surveys,  including  more  newspapers  from  which 
to  select  content,  and  a  downw  ard  adjustment  of  pricing. 
The  printed  version  of  MyNewspaper  w'as  originally  priced 
at  the  USD  equivalent  of  $62/month,  or  about  $2  per  day/ 

'  issue. 

“We  simplified  the  subscription  model  from  20  possible 
subscriptions  to  four  and  lowered  the  price  for  the  smallest 
subscription  from  60  Swiss  francs  to  25,”  Biirki  said.  “We 
are  happy  with  the  print  quality'  and  how  the  pilot  is  work- 
i  ing  out  from  the  technical  aspect  in  general.”  ■ 


Gulf  News  Printed  in  Berliner 
Format 


For  three  months  now, 
United  Arab  Emirates 
media  company  A1  Nisr 
Publishing  in  Dubai  has 
been  printing  the  Gulf  News  in 
waterless  offset  on  a  multi-unit 
KBA  Cortina  with  both  coldset  and 
heatset  capabilities.  The  highly 
automated  web  press  is  the  first 
Cortina  installation  outside  Europe. 
Its  inauguration  marked  a  change 
of  format  for  the  Gulf  News  to  the 
Berliner  format,  which  is  rapidly 
gaining  ground  in  the  international 
newspaper  industry. 

The  double-wide,  one-around  hy¬ 
brid  press,  which  the  investment- 
friendly  media  house  selected  after 
rigorously  screening  the  technol- 

Continued  on  page  37 


>  Obaid  Humaid  Al  layer,  managing  director  of  Al  Nisr  Publishing  in  Dubai,  is  visibiy 
delighted  with  the  first  copy  of  the  prestigious  Gulf  News  printed  in  the  Berliner 
format  on  a  wateriess  Cortina. 
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Chinese  Printer 
Goes,  Grows 
with  Goss 

In  China,  the  Tianjin  Exening  News  Group  has  e.\- 
pressed  “unreserved  satisfaction”  with  performance 
figures  achieved  since  installation  of  its  two-tower 
Goss  Newsliner  press.  Its  4x1  format  enhances  flex- 
ibilitx’  and  cost-effectiveness  of  straight-run  production 
for  the  publisher’s  leading  daily  titles.  A  key  component 
is  the  capabilitx'  to  produce  two  separate  publications 
through  one  folder. 

In  choosing  the  New’sliner,  Tianjin  Evening  New's  Group 
was  looking  for  a  high-specification  press  rated  at  up 
to  80,000  copies  per  hour  that  w'ould  enhance  capacity 
and  flexibility  while  achieving  cost  advantages.  With  a 
web  width  of  up  to  61.5  inches,  the  new^  double-width, 
single-circumference  press  is  configured  as  tw'o  4-over-4 
towers.  It  has  a  Goss  2:3:3  jaw"  folder  featuring  double 
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Solutions 

★On  Shore 

Workers 

Call  Today! 

(800)513-7988  I  www.outsourcingusa.net 


» Using  the  proven  Newsliner  double-width  platform  often  favored  in 
Asian  markets,  Goss  International  developed  the  4x1  model  to  exploit 
all  the  available  benefits  of  straight-run  printing  for  publishers  requir¬ 
ing  multi-edition  products. 


independent  folding  couples  and  an  upper  former  providing 
the  crucial  ability  to  simultaneously  handle  two  individual 
titles  with  different  circulations.  This  provides  cost  benefits 
through  maximizing  savings  on  consumables  w'hile  boosting 
press  utilization.  The  press  is  also  equipped  with  ink  regis¬ 
tration  and  ink  leveling  systems. 

Tianjin  Evening  News  Group  has  been  a  long-term  Goss 
newspaper  press  user,  and  the  latest  installation  comple¬ 
ments  production  of  four  2x2  (single-wide,  double-circum¬ 
ference)  Universal  and  three  2x1  Universal  presses.  “Natu¬ 
rally,  the  advanced  features  and  overall  capabilities  of  the 
equipment  is  first  and  foremost  when  making  an  investment 
of  this  magnitude  and  significance,  but  it  certainly  helps  in 
the  decision  when  you  can  trust  your  technology  partner,” 
said  Li  Shengli,  vice  president  of  Tianjin  Evening  News 
Group.  “Our  experience  with  eight  Goss  presses  over  the 
years  has  been  very’  positive.  In  addition  to  the  competitive 
features  of  the  equipment,  it  is  the  professionalism  and  reli¬ 
able  service  of  the  whole  team  that  has  given  us  confidence 
in  this  new  investment.” 

Using  the  proven  Newsliner  double-width  platform  often 
favored  in  Asian  markets,  Goss  developed  the  4x1  model  to 
exploit  all  the  available  benefits  of  straight-run  printing  for 
publishers  requiring  multi-edition  products.  As  well  as  the 
modifications  to  the  upper  folder,  this  encompassed  a  raft  of 
developments  aimed  at  enhancing  quality  and  operational 
stability  of  the  4x1  cylinder  format.  The  4x1  Newsliner  model 
features  plate  cylinders  redesigned  to  reduce  deflection  and 
improve  registration.  Cantilevered  support  for  plate  cylin¬ 
ders  provides  greater  stability’  and  repeatability  at  the  high¬ 
est  speeds,  and  a  specially  modified  “triple  raceway”  bearing 
system  gives  greater  precision  and  easier  operation.  Other 
advanced  features  include  optional  Goss  DigiRail  digital  ink¬ 
ing  and  an  enhanced  fully  automated  splicing  system. 

Among  the  leading  titles  now  produced  on  the  Newsliner 
press  is  the  flagship  broadsheet  Tianjin  Evening  News, 
which  averages  32  to  40  pages  per  edition  and  has  a  circula¬ 
tion  of 350,000  copies.  The  new  4x1  press  also  is  boosting 
efficiency  in  daily  production  of  tabloid  Baohai  Morning 
Post,  which  has  a  pagination  of  between  56  and  72  and  a 
circulation  of  250,000  copies.  ■ 
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>  Configured  with  12  towers  and  reeistands, 
three  foiders  and  four  thermai  dryers,  the 
big  Cortina  press  iine  is  not  oniy  an  impos¬ 
ing  sight  but  also  impresses  visitors  to  the 
production  plant  with  the  superb  quality  of 
the  copies  it  delivers. 


¥  Al  Nisr  Publishing’s  new,  high-tech  printing 
plant  in  the  middle  of  the  Dubai  desert. 


¥  One  of  the  three  press  sections  compris¬ 
ing  four  compact  towers  with  an  overhead 
thermal  dryer  above  each  of  the  two  outer 
sections. 


ogy  available  on  the  market,  was  in- 
stciUed  along  with  cutting-edge  Ferag 
mailroom  systems  in  a  new  high-tech 
production  plant  on  an  industrial 
estate  approximately  38  miles  outside 
Dubai  -  in  the  middle  of  the  desert. 

It  comprises  12  reeistands,  12  towers, 
four  thermal  dryers,  and  three  folders, 
and  has  a  total  capacity  of  either  96 
full-color  Berliner-format  broadsheet 
pages  or  192  tabloid  pages  in  A4-plus 
format.  Of  these,  up  to  32  broadsheet 
or  64  tabloid  pages  can  be  produced 
in  heatset  mode.  Gulf  News  is  printed 
partly  on  standard  newsprint  running 
through  eight  coldset  tower,  and  part¬ 
ly  on  semi-coated  stock,  for  which  the 
remaining  four  towers  operate  with 
thermal  dryers. 

The  ability  to  produce  heatset  and 
coldset  webs  via  a  common  folder 
allows  the  press  not  only  to  print  the 
English-language  Gulf  News  with 
the  superior  ad  quality  that  is  part 
of  its  appeal,  but  also  other  hybrid 
products  with  an  enhanced  visual 
impact.  Coldset  and  heatset  products 
such  as  supplements  and  magazines 
can  be  delivered  via  different  folders. 
Irrespective  of  the  production  mode, 
the  inks  applied  in  all  the  waterless 
Cortina's  towers  are  identical,  which 


meeins  that  no  change  of  ink  is  neces¬ 
sary  when  switching  to  a  different 
type  of  stock.  This  delivers  enormous 
flexibility  and  productivity  gains 
compared  to  conventional  wet  offset 
presses  with  integrated  thermal  dry¬ 
ers,  according  to  KBA. 

Detailed  definition  and  color  brilliance 
with  the  waterless  offset  Cortina  are 
intrinsically  high,  as  was  recently 
demonstrated  once  again  by  the  out¬ 
standing  rankings  of  seven  European 
Cortina  users  accepted  for  member¬ 
ship  in  the  International  Newspaper 
Color  Quality  Club  from  2012-2014. 

“From  the  economic  perspective,  the 
reduction  in  makeready  times,  waste, 
maintenance,  and  labor  input  associ¬ 
ated  with  the  Cortina's  automation 
and  cutting-edge  technology  -  which 
include  KBA  PlateTronic  automatic 
plate  changers  and  CleanTronic 
washing  systems  -  was  a  key  crite¬ 
rion  influencing  our  investment  deci¬ 
sion,"  said  Al  Nisr  managing  director 
Ohaid  Humaid  Al  layer.  Distributed 
not  just  in  the  United  Arab  Emirates 
but  also  in  Bahrain,  Oman,  Saudi 
Arabia,  Qatar,  and  Pakistan,  Gulf  News 
is  published  seven  days  a  week  and 
has  a  daily  circulation  of  more  than 
120,000  copies.  ■ 


Grow  Auto  Ad-Count  10-FOld  Overnight 
and  Print  Revenue  15%  over  last  year! 


¥  The  moment  of  truth:  managing  director 
Obaid  Humaid  Al  Tayer  talking  to  KBA  proj¬ 
ect  managers  Peter  Benz  and  Benito  Vigo 
during  production  of  the  first  edition  of  the 
Gulf  News  in  the  night  to  1  June. 


Visit  us  Today  to  See  the  Future  of 
Automotive  Listings  in  Newspapers. 
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QuadTech  Receives  InterTech 
Technology  Award  Wgrmk 


Printing  Industries  of  America  (PIA)  has  announced 

that  the  QuadTech  Color  Control  and  Web  Inspection 
System  with  AccuCam  is  a  recipient  of  its  prestigious 
InterTech  Technolog\’  Award.  Since  1978,  the  award  has 
“honored  the  development  of  technologies  predicted  to  have 
a  major  impact  on  the  graphic  communications  and  related 
industries.” 

“The  judges  were  impressed  with  the  system’s  abiliri’  to  con¬ 
trol  color  and  pro\ide  automatic  water  control  to  minimize 
scumming  in  newspapers,”  said  Mark  Bohan,  Ph.D.,  \ice 
president  of  technology-  and  research  at  PIA.  “Color  control 
without  color  bars  is  the  future.  This  eliminates  waste  and 
enhances  the  visual  appearance  of  print.” 

The  AccuCam  system  provides  hilly  automatic,  closed-loop 
color  control  by  controlling  the  ink-key  settings.  An  image- 
based  system.  AccuCam  eliminates  the  need  for  unsightly- 
gray  bars  or  color  bars.  Using  pre-press  image  files  to  create 
L*a*b*  target  aim  point  values,  its  proprietary-  six-channel 
spectral  sensor  measures  the  printed  web  and  calculates  the 
L*a*b*  values  of  the  entire  image.  Then  the  system  brings 
the  printed  image  to  the  specified  target  values  and  automat¬ 
ically  maintains  color  quality-  throughout  the  production  run. 

Besides  adv  anced  image-based  color  control,  the  system 
provides  reliable  warnings  of  many  common  printing  faults 
such  as  catch  up  (scumming),  creasing,  transposed  plates, 
and  tramlines.  Recent  research  and  development  efforts 
have  resulted  in  a  new  AccuCam  w  ater  control  capability-, 
in  which  the  system  monitors  and  controls  press  damping 
levels. 

Requirements  for  the  aw  ard  include  testimonials  from  us¬ 
ers  of  the  technology-  who  will  comment  on  its  performance 
in  a  production  setting.  Recommendations  for  AccuCam 
were  made  by  Mark  Ellington,  group  technical  services  di¬ 
rector  at  Newsprinters  (the  printing  division  of  News  Inti.); 


» QuadTech’s  AccuCam  system  offers  image-based  color  control 
along  with  inline  scumming  detection  and  plate  verification  from 
the  same  sensor. 


Ulrich  Muller,  technical  director  at  Herold  Druck;  and  Tom 
Uesaka,  production  bureau  director  at  the  Sankei  Shimhun. 

“We’re  honored  to  receive  this  recognition  from  Print¬ 
ing  Industries  of  America.  Our  AccuCam  technology'  is  the 
result  of  close  development  partnerships  with  some  of  the 
most  advanced  printers  in  the  world,”  said  Karl  Fritchen, 
president  of  QuadTech.  “And,  of  course,  congratulations  are 
due  to  our  product  development  team  at  QuadTech,  who 
are  second  to  none  when  it  comes  to  technology-  innovation 
in  the  print  industry  .” 

Vince  Balistrieri,  QuadTech’s  director  of  engineering  and 
general  manager  of  commercial  &  newspaper,  added,  “The 
AccuCam  system  has  a  proven  track  record  of  reducing 
waste  and  delivering  consistent  quality-.  Our  development 
partnerships  will  help  us  to  continue  adding  more  features 
and  capabilities  —  further  strengthening  printers’  ability  to 
grow  and  increase  profit  margins.  We’re  very-  excited  about 
what  AccuCam  can  do  for  newspaper  and  retail  insert  print¬ 
ers  throughout  the  world.”  ■ 


The  annual  Graph  Expo 
(graphexpo.com)  printing  trade  j 
show  opens  at  Chicago’s  ■■Hi 
McCormick  Place  Oct.  7,  running 
through  the  10th. 
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Back  by  attendee  demand  is  the  new  home  for  the  newspa¬ 
per  publishing  industry:  the  News  Print  Pavilion.  Responding 
to  the  call  from  newspaper  production  pros  from  through¬ 
out  the  Americas,  this  9,000-square-foot  exhibit  space  is 
devoted  to  the  needs  of  newspaper  publishers  and  printers 
seeking  ways  to  cut  costs,  boost  profits,  and  make  informed 
buying  decisions  in  areas  including: 

—  Hybrid  production 

—  Digital  presses  (hardware  and  software) 

—  Offset  presses 

—  CTP  and  associated  plate  bending/punching 

—  Workflow 

—  UV  and  heatset  technology 

—  Postpress  and  mailroom  equipment 

—  Consumables 


“Print  Inte^ated” 

Graph  Expo's  “Print  Integrated”  theme  for  the  2012  show 
underscores  the  exhibition’s  broad  scope,  spanning  the  realm 
of  print,  online,  and  mobile  spaces.  Not  only  will  the  latest 
technologies  be  on  display,  but  there  also  will  be  a  full  slate  of. 
new  educational  sessions  and  45  co-located  events,  includ¬ 
ing  the  International  Newspaper  Group  (ING)  conference  (see 
sidebar)  and  the  manroland  users’  group. 

New  for  2012  is  the  Global  Channel  Partners  Summit  -  a 
show  floor  hub  where  dealers  will  come  to'  ejtamme  cur¬ 
rent  industry  trends  and  network  with  manufacturers  and 


customers  -  and  the  PrintMediaCenter  “Experience  the 
Printerverse,”  a  new  home  base  for  attendees  to  meet,  tweet, 
learn,  share,  interact,  arrd  explore  the  latest  innovations  and 
applications  that  are  driving  the  industry  forward.  Regis¬ 
trants  for  any  of  the  educational  sessions  also  receive  a  free 
Graph  Expo  2012  floor  pass. 

Wth  October  only  a  month  away,  it’s  not  too  late  to  book 
hotel  rooms  for  the  show.  Attendees  who  book  through  the 
official  housing  service  are  guaranteed  the  best  rates  at  the 
most  popular  and  convenient  hotels  in  downtown  Chicago.  For 
more  information  visit  graphexpo.com/HotelTravel.aspx.  ■ 


Re-energize  your  maiiroom  with  highly  efficient  performance  upgrades. 


Since  the  sheer  volume  of 
pre-printed  inserts  is  growing 
worldwide,  you  need  durable, 
flexible,  and  productivity-packed 
machinery  and  systems  that  can 
accommodate  your  customers' 
demands  and  deadlines.  That's 
why  Muller  Martini  provides 
significant  upgrades  which  can 
help  you  improve  and  maximize 
your  mailroom's  efficiencies,  while 
capitalizing  on  its  profit  potential. 


■f 

I 


Digital  Solutions 
Prsts  Dsiivsry  Syttsms 
Saddls  Stitching 
Hsrdcovsr  Production 
Softcovsr  Production 
Mailroom  Systams 
Wab  Prtssas 


Is  it  time  to  re-energize  the 
performance  of  your  equipment? 
Why  not  check  out  Muller's 
new  SLS  enhancements  for  your 
feeders,  grippers  and  WinLincs 
software,  including: 

•  3000  Gripper  Upgrade 

•  Single  Sheet  Feeder 
Upgrade/Exchange 

•  WinLincs  Upgrades 

•  Safety  Guarding 

•  Feeder  Rebuild/Exchange 

•  And  more! 


www.mullermartiniusa.com 
1-888-268-5537  |  631-582-4343 
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While  content  is 

still  king  at  most 
newspapers, 
publishers  faced 
with  tight  budgets,  shrinking 
newsrooms,  and  scarce  re¬ 
sources  find  themselves  turn¬ 
ing  to  third-party  vendors  to 
meet  reader  demand  for  spe¬ 
cialized  niche  content. 

These  content  distributors  are  growing  in  number  and 
produce  everything  from  special  supplements  and  maga¬ 
zine  inserts  to  stock  photos  and  Web  videos.  By  opening 
up  new  avenues  of  readership,  publishers  also  lure  ad¬ 
vertisers  with  a  more  diverse  product  portfolio.  The  right 
partnership  —  or  combination  of  partnerships  —  could 
mean  an  improvement  in  the  bottom  line  in  an  otherwise 
trying  economic  period. 

New  Platforms 

When  Rebecca  Alexander,  Salisbury  (N.C.)  Post  Internet 
director,  noticed  local  bridal  advertisers  selling  with  na¬ 
tional  markets,  she  decided  it  was  time  to  get  in  the  game. 
The  daily  publication  has  a  circulation  of  20,000. 
Alexander  said  she  was  contacted  by  Chicago-based  Con¬ 


tent  That  Works  in  January  and  learned  that  bridal  sales 
in  North  Carolina  were  high. 

Content  That  Works  chief  evangelistic  officer  Paul 
Camp  said  brides  will  typically  spend  about  $27,000  in 
a  14-month  planning  period,  and  they  do  most  of  their 
buying  online. 

Founded  in  2001,  Content  That  Works  produces  niche 
content  for  local  media  partners,  including  auto,  holidays, 
real  estate,  home  and  garden,  and  health.  The  company’s 
newest  product,  a  bridal  website  called  brides365.com,  is 
what  caught  Alexander’s  attention. 

“It’s  a  local  technology'  platform  that’s  different  than  The 
Knot  and  the  Wedding  Channel,”  she  said.  “It  has  social 
sharing  tools,  where  brides  can  send  and  share  emails, 
and  (engagement  and  wedding)  announcements  can  be 
uploaded  24/7.” 

Camp  said  his  company  licenses  the  softw  are  for  the 
announcements,  content  updates,  and  all  upgrades  and 
improvements  throughout  the  year  starting  at  $39  w'eekly 
and  going  up  to  $360  weekly  for  a  major  market. 

“The  price  is  based  on  market  size  and  whether  the  lo¬ 
cal  market  charges  for  announcements  or  not,”  he  said. 
“There  are  no  start-up  costs  unless  custom  work  is  re¬ 
quired  of  us  by  our  clients.  We  also  will  provide  a  vendor 
directory'  for  a  charge  based  on  market  size  and  other 
considerations.” 

The  Post  launched  its  brides365.salisburypost.com 
website  in  March,  and  ad  positions  were  sold  w'ell  ahead 
of  launch  day.  “It  was  an  attractive,  new  sales  platform  for 


“We’re 
operating  in 
categories  that 
are  fertile 
for  local 
advertising. 
We  know  our 
customers  will 
make  money 
from  them.” 
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advertisers  not  found  online  or  in  print,”  Alexander  said. 
The  paper  also  increased  its  rates  for  engagement  an¬ 
nouncements  that  were  posted  online  and  in  print.. 

She  added,  “We’re  still  tiding  to  get  advertisers  back 
from  the  national  markets,  but  now  we  have  a  platform 
for  them  ...  85  percent  of  our  advertisers  on  brides365  are 
new  businesses  for  us.” 

Alexander  said  Content  That  Works  proNided  the  “scale 
and  scope”  needed  for  the  market.  “With  a  paper  our  size, 
we  could  not  have  created  this  robust  of  a  platform.” 

Green  Shoot  Media  in  Green\ille,  Te.xas,  has  served  350 
U.S.  newspaper  clients  since  its  2008  launch.  The  com¬ 
pany  pro\ides  content  targeting  niche  advertisers  such  as 
holiday,  real  estate,  and  auto. 

The  Clovis  (N.M.)  New  Journal  has  worked  with  Green 
Shoot  since  2011.  The  daily  paper  has  a  6,000  circulation. 
According  to  advertising  director  Shane  Adair,  in  addition 
to  the  Journal,  parent  company  Clo\is  Media  Inc.,  also 
inserts  Green  Shoot  Media  products  in  one  other  daily 
publication  and  two  weeklies. 

Adair  said  the  content  is  what  attracted  him  to  Green 
Shoot  Media.  “It  looked  clean 
and  crisp,  veiy-  professional 
looking,  something  that’s 
magazine  qualit>'  made  for 
a  newspaper  ...  and  it’s 


very  cost-efficient.” 

Green  Shoot  Media  owner  Derek  Price  said  pricing  is 
based  on  each  paper’s  circulation. 

Most  sections  are  priced  from  a  one-time  fee  of  $119  for' 
a  paper  with  a  circulation  of  up  to  4,999,  to  $599  for  a 
paper  with  a  circulation  of  more  than  200,000.  Newspa¬ 
per  clients  can  use  the  content  in  print  and  online  for  one 
flat  rate. 

“A  content  provider  should  save  a  paper  time  and  money,’ 
he  said.  “It  can  get  real  expensive  with  reporters  and  pho¬ 
tographers  on  advertising  projects.  The  mission  is  to  free 
up  editorial  and  have  them  focus  on  reporting  local  news.” 


Brides  will  typically 
spend  about  $27,000  in  a 
14-month  planning 
period,  and  they  do  most 
of  their  buying  online. 
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>  Derek  Price 

Green  Shoot  Media  owner 

“A  content 
provider  should 
save  a  paper  time 
and  money.” 


Based  in  Franklin,  Tenn.,  Publish¬ 
ing  Group  of  America  produces  three 
magazine  supplements  for  its  newspaper 
partners:  American  Profile,  focused  on 
positive  stories,  interesting  places,  and 
products,  has  a  weekly  circulation  of  10 
million  and  is  carried  by  more  than  1,300 
newspapers;  Relish,  “celebrating  Ameri¬ 
ca’s  love  for  food,”  has  a  monthly  circula¬ 
tion  of  15  million  and  is  carried  by  more 
than  900  newspapers;  and  Spry,  offering 
articles  on  health,  nutrition,  and  fitness, 
has  a  monthly  circulation  of  9  million  and 
is  carried  by  more  than  600  newspapers. 

Senior  vice  president  of  publisher  rela¬ 
tions  Steve  Smith  said  the  supplements 
are  geared  toward  communitj'  newspa¬ 
pers.  “The  content  resonates  with  our 
newspaper  readers.  The  editorial  mission 
is  to  continue  to  focus  on  community  and 
positive  happenings  ...  positive  news  is  a 
big  draw  for  publishers.” 

The  company  also  launched  a  password- 
protected  Partner  Portal  in  June,  which 
allows  its  newspaper  partners  to  down¬ 
load  additional  content  digitally,  such 
as  features,  puzzles,  and  do-it-yourself 
articles.  Smith  said  1,000  newspaper  staff 
users  access  the  site. 

Chief  executive  officer  John  Cobb  said 
the  company  is  also  branching  out  into 
digital.  The  group  recently  released  Rel¬ 
ish  for  Moms,  a  free  tablet  edition  that 
includes  100  pages  of  photos,  recipes,  sto¬ 
ries,  and  nutrition  information  enhanced 
with  videos.  A  free  mobile  application  for 
Relish  was  launched  in  August  that  turns 


“Positive  news 
is  a  big  draw  for 
publishers.” 


Senior  vice  president,  Publishing  Group 
of  America 


t 

>  Steve  Smith 


recipes  into  grocer\’  lists.  Earlier  this  I 
year,  all  three  publication  websites 
were  relaunched,  offering  new  content ' 
and  multimedia  features. 

According  to  a  comScore  report  pro-  1 
\ided  by  Cobb,  from  Januaiy-  to  June  ^ 
2012,  americanprofile.com  had  a  46  1 

percent  growth  in  unique  visitors  and 
an  80  percent  growth  in  page  views; 
relish.com  grew  59  percent  in  unique 
visitors  and  60  percent  in  page  views;  ! 
and  sprviiving.com  saw  a  56  percent  I 
growth  in  unique  visitors  and  a  100 
percent  growth  in  page  views. 

“We  turned  our  websites  into  a  busi-  ! 
ness,”  Cobb  said.  “We  have  a  strong  ; 
print  audience,  so  it  was  natural  to  get  | 
into  the  digital  side  of  things.”  | 

Smith  added  that  the  supplements  | 
help  fill  a  void  in  today’s  streamlined  | 
newsrooms.  “Our  newspaper  partners 
may  have  transformed  and  no  longer 
have  a  food  editor,”  he  said.  “Relish 
helps  add  to  the  value  of  content  in  i 
their  editorial  package.”  | 

Cobb  said  another  example  of  how 
Publishing  Group  of  America  serv'es  | 
community  papers  is  the  August  issue  I 
of  Spry,  which  featured  an  inter-  j 

view  with  television  personality  Dr. 
Mehmet  Oz.  “For  a  local  community, 
it  would  be  hard  to  get  an  interview 
with  a  celebrity.” 

The  Watertoxvn  (S.D.)  Public  Opinion 
inserts  Relish  into  its  publication  the 
first  Wednesday  of  every  month.  The 
daily  newspaper  has  a  circulation  of 
12,000. 

“(^Relish)  adds  a  content  dimension 
that  we’re  light  on,”  said  sales  and 
marketing  manager  Tim  Oviatt.  “We 
receive  regular  comments  from  read¬ 
ers  on  how  they  like  it  and  save  the 
magazine  for  future  reference.” 
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Motor  Matters,  based  in  Wilming-  j  She  said  her  company  serv'es  small  '  plus  a  Q&A  column  with  an  auto 
ton,  Del.,  celebrates  its  20th  anniver-  to  large  papers  on  a  national  scale.  |  expert. 

sary  this  year.  The  company  provides  New  content  is  generated  every  week,  i  Keane  said  new'spaper  custom- 
newspapers  with  exclusive  automo-  including  six  to  seven  feature  sto-  j  ers  have  multi-platform  rights  to 

tive  stories  written  by  a  staff  of  14  ries.  Newspaper  partners  pay  for  a  |  use  the  content,  including  print 

professional  auto  wTiters.  subscription  to  log  in  and  download  ;  and  online.  “Line  space  is  valuable 

“They’re  on  the  ground  and  on  the  content.  Keane  said  the  new'  car  guide  i  in  the  industry.  With  no  internal 

front  line  of  the  automotive  indus-  is  one  of  her  more  popular  content  j  resources,  w'e  can  prov'ide  a  ser\ice 

tr\',  so  they  can  provide  stories  in  a  features,  but  she  also  provides  niche  j  (newspapers)  can’t  afford  to  reach 

pinch,”  president  Connie  Keane  said,  i  articles  on  motorcycles  and  trucks,  themselves.” 


DEMOTIX 


With  a  Demotix  Wire  subscription, 
you’ll  be  the  first  to  see  all  the  latest 
shots  from  this  multi  oward-wint^g 
open  news  platform  with  thousidi^tilp  '  ' 
of  community-based  journalists  r 
in  every  corner  of  the  worlc^  for  an 
unbeatable  price  -  includi^ 
a  1-month  free  trial.  f  ^ 


COrbiS  IMAGES 


http://www.corbisimages.com/content;^demotix-wire 
or  call  us  at  800.260.0444 


Founded  in  1989  ''ith  corporate  offices  in  Seattle, 
Corbis  licenses  images  and  footage  on  a  subscription 
basis.  Content  includes  commercial  stock  images, 
historical  images,  entertainment  images,  and  exclu¬ 
sive  images. 

“Clients  are  assured  they  can  obtain  any  image  from 
any  subject  at  any  time  on  our  sites,”  said  Juli  Cook, 
senior  Wee  president  of  global  media  operations  and 
media  strateg>-.  “Customers  are  able  to  shop  at  one  site 
and  negotiate  their  pricing  and  terms,  and  they  are 
able  to  achieve  exclusiWU’  when  they  desire.” 
iStockphoto  was  created  in  2000  originally  as  a  free 
image-sharing  site  for  photographers  and  designers.  It 
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newspaper 

can 

differentiate 
itself  by  the 
stories  it 


“More 


content 
should  be 
available  as 
media  moves 
into  digital 
to  keep  it 
fresh.” 


*  Rebecca  Rockafellar 
IStockphoto  general  manager 


of  ecommerce  for  Getty  Images  Rebecca  Rockafellar  said 
customer  demand  fueled  the  need  for  the  editorial  col¬ 
lection.  “Media  is  a  quick  growing  segment,  and  content 
on  the  Web  needs  to  be  updated  more  often,”  she  said. 
“More  content  should  be  available  as  media  moves  into 
digital  to  keep  it  fresh.” 
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carries.” 


*  Juli  Cook 

Corbis  senior  vice  president  of  global 
media  operations 


soon  evolved  into  the  concept  of  selling  credits  and  pay¬ 
ing  contributors  royalties.  In  2006,  Getty  Images  pur¬ 
chased  iStockphoto,  aiding  in  its  international  growth. 

In  2011,  iStockphoto  added  a  new  editorial  collection 
for  journalistic  use.  The  collection  already  has  more  than 
300,000  images  of  subjects  ranging  from  celebrities  to 
more  popular  personal  technology  photos.  Editorial  im- 
agerj’  is  for  non-commercial,  non-promotional  use  only. 

iStockphoto  general  manager  and  senior  vice  president 
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“Whatever  is  next,  if  a  paper  has  huilt  a  database 
properly,  it  will  be  more  prepared  to  improve  its 
position  when  a  new  opportunity  comes  along.” 


*  Matt  Coen 
Second  Street  president 


New  Revenue 

With  these  new  platforms,  newspapers  also  have  the  oppor¬ 
tunity  to  create  additional  revenue  streams.  Many  papers 
are  moving  beyond  print  and  using  these  new  resources  to 
host  online  promotions,  cooking  shows,  and  other  non- 
traditional  methods  of  luring  readers  and  advertisers. 

Based  in  St.  Louis,  Second  Street  is  a  provider  of  white- 
label  software  services  that  enable  companies  to  build  audi¬ 
ence  and  databases,  and  generate  revenue.  Second  Street 
has  serv^ed  newspapers  for  more  than  a  decade  and  works 
with  2,500  local  media  companies. 

“A  large  base  of  our  newspaper  customers  now  see  their 
online  advertising  as  static,  and  we’re  seeing  a  big  shift 
to  promotions  as  a  whole,”  said  president  and  co-founder 
Matt  Coen. 

One  of  Second  Street’s  most  popular  features  is  the 
contest-hosting  software  UPICKEM.  The  platform  allows 
newspapers  to  create  any  kind  of  contest  —  from  ticket 
giveaways  to  photo  competitions. 


» With  Second  Street’s  UPICKEM  software, 
publishers  can  create  any  kind  of  contest  they 
think  wili  catch  the  attention  of  readers  and 
advertisers. 


’.'-j 

■  ■  ''S 

X 


filling 

the 

VOIDJ 


\iiicncai| 


CLU» 


*.n^l 


Wjii  ■'■'  IjlsSvS 

w 


Thetoup.^i 
The  feel 
It’sthe. 

makes  the 


The  Wichita  (Kan.)  Eagle  and  its 
website,  kansas.com,  have  taken  part 
in  Second  Street’s  annual  national 
pro  football  UPICKEM  contest  for 
four  years.  The  program  runs  22 
weeks  in  conjunction  with  the  NFL 
season.  Each  week,  people  log  in  to 
the  paper’s  UPICKEM  website  to 
register  and  pick  which  teams  will 
win  that  week’s  games.  The  goal  is  to 
be  the  best  player  at  the  end  of  the 
season  with  a  chance  to  win  prizes, 
such  as  a  trip  to  Haw'aii. 

The  Eagle  also  sold  integrated  print 
and  online  promotions  to  advertisers 
and  sponsors,  including  a  double¬ 
truck  print  ad  each  Friday  before 
the  Sunday  games.  Second  Street’s 
director  of  affiliate  contesting  success 
Julie  Foley  said  advertisers  and  spon¬ 
sors  were  VIP  pickers  who  had  their 
photos  in  the  double-truck  ad  each 
week.  Advertisers  competed  to  win  a 
free  ad  eveiy-  week,  a  chance  to  win  a 
fiill-color  ad  at  the  end  of  the  contest, 
or  a  trip  for  two.  In  addition,  the 
salesp)erson  with  the  most  sales  won  a 
travel  voucher. 

Foley  said  the  Eagle  locked  in  ad¬ 
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vertisers  for  the  fiill  22-w^eek  period 
with  ad  rates  from  $345  to  $445.  In 
2011,  the  paper  earned  $100,000  in 
revenues. 

Coen  said  contests  are  always  a  fast¬ 
er  way  for  a  paper  to  create  a  commu¬ 
nity  profile  and  a  database  that  can 
be  monetized.  Second  Street’s  eBlast 
Engine  integrates  with  UPICKEM  to 
send  emails,  text  messages,  newslet¬ 
ters,  alerts,  and  special  offers. 

“A  big  part  of  the  solution  is  to  build 
that  email  database,”  Coen  said.  “It 
will  help  in  the  long  term  to  have 
those  emails.  That’s  an  area  newspa¬ 
pers  are  making  up  on  ...  whatever  is 
next,  if  a  paper  has  built  a  database 
properly,  it  will  be  more  prepared  to 
improve  its  position  when  a  new  op¬ 
portunity  comes  along.” 

Green  Shoot  Media  also  branched 
into  the  digital  world  and  launched 
its  Ad  Supercharger  service  this  year. 
Ad  Supercharger  generates  a  daily 
email  to  send  print  ads  to  subscribers. 
It  also  allows  the  ads  to  be  shared  on 
social  media  sites. 

Adair  said  the  Journal  sells  the  fea¬ 
ture  for  an  extra  $10  to  advertisers. 


The  paper  started  using  Ad  Super¬ 
charger  in  April,  and  by  the  end  of 
July  had  generated  $1,300  to  $1,500 
a  month. 

Relish  takes  its  content  on  the  road 
by  hosting  cooking  shows  in  more 
than  15  markets  across  the  U.S.  The 
Courier  Herald  in  Dublin,  Ga.,  has 
put  on  the  show'  for  two  years.  The 
Monday  to  Saturday  publication  has 
a  circulation  of  10,000. 

Advertising  director  Pam  Burney 
said  the  event  was  a  hit  for  both  ad¬ 
vertisers  and  attendees.  “We  targeted 
vendors  for  our  goody  bags,”  she  said. 
“We  also  had  door  prizes  and  grand 
prizes,  w'here  the  bank  gave  aw'ay  a 
cash  prize,  and  a  furniture  store  gave 
away  a  recliner.” 

About  800  people  attended  the 
first  year,  and  400  the  second  year. 
Burney  said  a  popular  feature  was  the 
VIP  tickets  that  sold  for  $75  and  in¬ 
cluded  a  private  chef  show,  wane,  hors 
d’oeuvres,  and  special  goody  bags. 

She  said  the  paper  plans  to  bring 
back  the  show  next  year.  “It’s  good  PR 
for  the  community  and  very  reward¬ 
ing  for  businesses  and  for  us.” 

editorandpublisher.com 


“It’s  good  PR  for  the  community  and  very  rewarding 
for  businesses  and  for  us.” 

—  Courier  Herald  ad  director  Pam  Burney 
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In  South  Dakota,  Oviatt  said  1,000 
people  have  attended  the  Opinion's 
two  Relish  cooking  shows.  The  paper 
sold  five  different  sponsorship  pack¬ 
ages  for  the  event.  “It  was  another 
opportunity  to  advertise  besides  the 
paper,”  he  said.  “We  had  an  auto 
dealer  with  four  vehicles  in  the  ball¬ 
room,  and  we  tailored  packages  to  fit 
the  business.” 

0\’iatt  said  he  plans  to  host  a  third 
show  next  year.  “Relish  brings  in 
the  e.xpertise.  In  South  Dakota,  it’s 
mostly  beef  and  potatoes,  and  to  have 
this  kind  of  variety  sparks  the  palate. 
Relish  brings  a  flare  that  can’t  be 
provided  locally.” 


Content  in  Today’s 
Business  Model 

Newspaper  content  has  expanded 
beyond  news,  sports,  and  features  to 
include  advertisements,  promotions, 
photos,  recipes,  and  inserts.  Partner¬ 
ing  with  a  distributor  that  provides 
this  content  at  an  affordable  rate, 
creates  not  only  new  platforms  and 
revenue,  but  also  new  readers  and 
advertisers,  thereby  creating  a  more 
sustainable  business  model. 


“We’re  operating  in  categories  that 
are  fertile  for  local  advertising,”  Camp 
said.  “We  know  our  customers  will 
make  money  from  them,  and  it  will 
generate  profit  that  can  be  used  back 
in  their  communities.” 

Price  said  a  trend  he  sees  is  smaller 
and  smaller  niches.  For  example,  an 
auto  insert  can  be  broken  down  into 
used  cars,  new  cars,  trucks,  or  car 
maintenance.  “A  highly  focused  idea 
means  big  revenue,”  he  said.  “Some 
niche  markets  are  more  fragmented, 
but  if  they’re  more  specific,  they  can 
reach  out  to  that  exact  advertiser.” 

Price  added  that  overall,  “Content 
should  be  making  money  for  the 
newsroom,  not  be  an  expense.” 

Advertisers  are  looking  for  the 
perfect  online  promotion,  and  even 
though  Coen  said  he  doesn’t  see  print 
going  away,  newspapers  must  be 
integrated  w'^th  digital.  “(Promotions) 
must  involve  all  of  those  channels. 
Online  promotions  and  print  must  be 
complementarv',  because  the  days  of 
clipping  out  a  ballot  are  long  gone.” 

As  new'spapers  go  through  transi¬ 
tion,  Smith  said  his  goal  is  to  provide 
them  with  the  content  thev  need. 


whether  it’s  in  print,  online,  or 
through  live  events. 

Through  sales  intelligence,  purchas¬ 
ing  trends,  and  customer  surveys, 
iStockphoto  found  that  traditional 
media  companies  are  shifting  away 
from  staff  photography  but  still  need 
images  of  content-specific,  real-life 
situations,  images  that  provide  a  liter¬ 
al  or  descriptive  visual  reference,  and 
images  that  have  not  been  altered  or 
edited  in  a  way  that  changed  the  con- 
te.xt  or  subject  matter.  As  newspapers 
operate  under  budget  constraints, 
Rockafellar  said  iStockphoto  has  a 
high  volume  of  images  available  for 
them. 

Cook  said  she  sees  more  newspapers 
using  content  distribution  companies 
such  as  Corbis  in  the  future.  “A  news¬ 
paper  can  differentiate  itself  by  tbe 
stories  it  carries.  Over-reliance  on  one 
newswire  source  would  make  each 
paper  and  website  look  overly  similar. 
Eventually,  papers  will  either  have  to 
produce  their  own  content  and  have 
their  own  opinions,  like  The  Neu.'  York 
Times,  or  find  a  content  partner  that 
can  provide  access  to  differentiated 
content.”  ■ 


I 


m 


THERE'S  NEW  THINKING  IN  DISTRIBUTION. 

AND  NOT  A  MOMENT  TOO  SOON. 

At  a  time  of  unprecedented  change,  major  publishers  are  relying  on  PCF  for  delivery 
services'  Why?  Because  we  operate  365  days  a  year,  ensuring  early  morning, 
same-day  delivery.  Because  we're  obsessed  with  distribution  efficiency. 

And  because  we  enable  you  to  focus  on  what  you  do  best;  creating 
a  print  publication  worth  delivering. 
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www.pcfcorp.com 


PCF 


NewsPeople 


By  Nu  Yang 

people@editorandpublisher.com 


Tom  Scarritt 

has  stepped 
down  as 
Birmingham 
(Ala.)  News 
editor.  Scar¬ 
ritt  joined 
the  paper  in 
1975  and  worked  in  a  number 
of  reporting  jobs,  including 
Washington  correspondent. 
He  served  as  the  paper's 
editorial  page  editor  and  its 
executive  editor  before  being 
named  editor  in  1997.  He  has 
also  served  as  vice  president 
of  the  Birmingham  News  Mul¬ 
timedia  Co. 


Chronicle.  He 
has  served 

as  managing  editor  of  the 
San  Francisco  Chronicle  since 
2009.  In  his  new  role,  he  will 
be  responsible  for  daily  and 
Sunday  content  distributed  in 
print,  online  at  chron.com,  and 
on  the  paper’s  other  digi¬ 
tal  platforms.  Proctor  began 
his  career  as  a  reporter  at 
United  Press  Inti,  and  then 
moved  to  various  reporting 
and  editing  assignments  with 
The  Baltimore  Sun. 

vice  president 

vertising  with 
■■  the  Boston 
Herald  Cox 

joined  the  Herald  as  a  classified 
sales  representative  in  1999, 


Dimon  Kendrick-Holmes  has  been  named  vice  presi¬ 
dent  and  executive  editor  of  the  Ledger-Enquirer  in 
Columbus,  Ga.  He  succeeds  Joe  Kieta,  who  departed  ■ 
in  April  to  become  editor  of  The  Modesto  (Calif.)  Be^.' 
Kendrick-Holmes  has  worked  at  the  paper  since  2001, 
as  features  editor,  metro  editor,  senior  editor  in  charge 
of  projects  and  planning,  and  managing  editor.  Prior 
to  that,  he  was  features/entertainment  editor  and  city 
editor  at  The  Leaf-Chronicle  in  Clarksville,  Tenn.  He 
started  as  a  reporter  at  The  Daily  Citizen  in  Dalton,  Ga. 


George  H.  Cogswell  III  has  been 
named  publisher  of  The  Commercial 
Appeal  in  Memphis,  Tenn.  Since  2007, 
Cogswell  has  serv'ed  as  president  and 
publisher  of  the  Ventura  County  (Calif) 
Star.  Before  that,  he  spent  four  years  as 
president  and  publisher  of  the  Abilene 
(Texas)  Reporter-News.  His  career 
has  also  included  stints  at  the  Scripps 
Treasure  Coast  newspapers  in  Florida, 
Wichita  Falls  (Texas)  Times  Record 
News,  and  Middlesex  News  in  Framing¬ 
ham,  Mass. 

Susan  Kelly-Gilbert  has  been  named 
publisher  and  chief  revenue  officer  of 
the  Independent-Mail  in  Anderson,  S.C. 
She  will  direct  all  of  the  Independent- 
MaiT s  sales  efforts  across  multiple 
platforms,  including  print,  online,  and 
mobile.  She  previously  ser\'ed  as  senior 
director  of  sales  and  product  support  for 
The  E.W.  Scripps  Co.  Prior  to  joining 
Scripps  in  2010,  she  spent  two  years  as 
director  of  multimedia  sales  with  Medi- 
aNews  Group. 

Craig  Newman  has  been  named  manag¬ 
ing  editor  of  the  Chicago  Sun-Times.  He 
replaces  Andrew  Herrmann,  who  is 
now  editor-in-chief  of  the  West  Sub¬ 
urban  publishing  group.  Newman  has 
been  at  the  paper  since  2003,  most 
recently  holding  the  title  of  copy  and 
production  editor  for  print  and  digital. 
He  previously  worked  at  The  Boston 
Globe  as  deputy  design  director  and 
multimedia  producer,  and  as  assistant 
managing  editor  for  special  projects 
from  2009  to  2010. 


Jeffrey  S.  Taylor  has  been  named  editor 
at  The  Indianapolis  Star.  Taylor,  who 
replaces  Dennis  Ryerson  as  editor  and 
vice  president  of  Star  Media,  previously 
served  as  senior  managing  editor  at 
the  Detroit  Free  Press  since  2008.  He 
started  his  career  in  1984  as  a  reporter 
at  The  Kansas  City  Star/Times  before 
joining  the  Free  Press  in  1995.  He  won 
the  Pulitzer  Prize  for  national  reporting 
in  1992  for  an  examination  of  the  U.S. 
Department  of  Agriculture. 

Jacob  H.  Fries  has  been  promoted  to 
editor  of  the  Pacific  Northwest  Inlander 
in  Spokane,  Wash.  He  worked  at  The 
New  York  Times  and  Tampa  Bay  Times 
before  returning  to  Spokane  in  2008  to 
work  for  the  Inlander.  Since  joining  the 
paper.  Fries  has  been  a  staff  writer,  news 
editor,  and  managing  editor. 

Linda  Bergstrom  has  been  named 
deputy  managing  editor  of  all  features 
content  at  the  Chicago  Sun-Times  and 
Sun-Times  Media.  She  comes  from  the 
Chicago  Tribune,  where  she  was  an  edi¬ 
tor  who  worked  on  lifestyle  content  for 
national  distribution  in  print  and  online. 

Karl  Pfalzgraf  has  been  named  vice 
president,  sustainability  assurance  with 
BPA  Worldwide.  Pfalzgraf  will  handle 
business  development  for  BPA’s  sustain¬ 
ability  assurance  audits.  Before  join¬ 
ing  BPA,  Pfalzgraf  served  as  director 
of  business  development,  brand,  and 
communications,  with  AccountAbility; 
worked  with  PriceWaterhouseCoopers 
for  more  than  10  years;  and  served  with 
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moved  on  to  retail  and  national  sales 
positions,  and  in  2005  was  appointed 
director  of  display  advertising, 

Michael  Specter  has 

been  appointed  visiting 
professor  of  envi¬ 
ronmental  and  urban 
studies  in  the  division 
of  social  studies  with 
Bard  College  in  An- 
nandale-on-Hudson, 
N.Y.  He  has  been  a  staff  writer  at  The 
New  Yorker  since  1998.  Specter  previ¬ 
ously  worked  at  The  New  York  Times  as 
a  roving  foreign  correspondent  based  in 
Rome,  From  1995  to  1998,  Specter  served 
as  the  New  York  Times  Moscow  bureau 
chief,  and  from  1985  to  1991,  he  wrote  for 
The  Washington  Post. 

John  Nemerowski  has 

been  named  director  of 
display  advertising  with 
the  Boston  Herald.  He 
has  been  with  the  paper 
since  2002  in  the  classi¬ 
fied  and  retail  advertis¬ 
ing  departments. 

Diane  McFarlin  has 

been  named  dean  of  the 
college  of  journalism 
and  communications 
— at  the  University  of 

Florida.  She  previously 
served  as  publisher 
of  the  Sarasota  (Fla.) 
Herald-Tribune  for  nearly  13  years  and 
executive  editor  for  nine  years,  Allen 
Parsons,  former  managing  editor  of 
the  Herald-Tribune  and  more  recently 
publisher  of  the  Ocala  (Fla.)  Star-Banner, 
was  named  interim  publisher. 

Melody  Kinser  has  been 
named  managing  editor 
of  the  Richmond  (Va.) 
Suburban  News  divi¬ 
sion  of  Richmond  Media 
Group.  She  previously 


J.P.  Morgan  as  vice  president, 
corporate  communications. 

Charles  “Chuck”  Clark  has 
been  named  director  of  student 
publications  at  Western  Kentuckj" 
University.  He  succeeds  Bob 
Adams,  who  retired  after  44 
years.  Most  recently,  Clark 
served  as  managing  editor  of  The 
Birmingham  (Ala.)  News.  Before 
joining  the  paper  as  assistant 
managing  editor  in  2006,  he  was 
city  editor,  national/foreign  editor, 
and  news  editor  at  the  Orlando 
Sen  tinel  from  2001  to  2006.  He 
also  has  been  editor  at  The  India¬ 
napolis  Star,  The  Courier-Journal 
in  Louisville,  The  Charlotte  Ob¬ 
server,  and  The  Tennessean. 

John  Barron  has  left  his  position 
as  executive  editor  of  the  Chicago 
Sun-Times.  Jim  Kirk,  who  is 
editor-in-chief  of  the  Sun-Times 
and  suburban  newspapers,  will 
assume  Barron’s  duties.  Barron 
was  a  Sun-Times  employee  for 
17  years,  starting  as  a  business 
reporter  and  continuing  in  roles 
that  included  features  editor  and 
publisher.  He  stepped  in  as  the 
paper’s  top  editor  in  April  after 
longtime  editor-in-chief  Don 
Hayner  retired. 

Edward  Wasserman  has  been 
named  dean  of  the  University  of 
California,  Berkeley  Graduate 
School  of  Journalism,  effective 
Jan.  1,  2013.  He  is  currently 
Knight  Professor  of  Journalism 
Ethics  at  Washington  and  Lee 
University,  where  he  has  taught 
since  2003.  Wasserman  has  also 
serv'ed  as  chief  executive  officer 
and  editor-in-chief  of  American 
Lawyer  Media’s  Daily  Business 
Review  newspaper  chain,  execu¬ 
tive  business  editor  of  the  Miami 
Herald,  and  city  editor  of  the 
Casper  (Wyo.)  Star-Tribune. 


Martin  Dickson  has  been 
named  U.S.  managing  editor  for 
The  Financial  Times.  He  will 
oversee  the  paper’s  print  and 
online  editions  in  North  America. 
He  previously  served  as  deputy 
editor  of  the  paper  since  2005, 
focusing  on  global  financial  and 
business  coverage. 

Kate  Channon  has  been  appoint¬ 
ed  customer  service  manager 
with  Selectech,  the  U.K.-based 
specialist  supplier  of  ink,  media, 
and  accessories  to  the  profession¬ 
al  wide-format  sign  and  display 
print  market. 

The  New  York  Times  Co.  has  an¬ 
nounced  that  two  main  members 
of  its  advertising  department 
will  take  on  e.xpanded  responsi¬ 
bilities  as  group  vice  presidents. 
Todd  Haskell  will  assume  a  new 
role  focused  on  enhancing  the 
company’s  digital  advertising 
strategy.  His  new  responsibilities 
include  overseeing  advertising  for 
entertainment  and  culture  cat¬ 
egories  such  as  movie  studios,  live 
entertainment,  books,  and  travel. 
Andy  Wright  has  also  been  ap¬ 
pointed  a  group  vice  president 
and  will  oversee  additional  adver¬ 
tising  categories  across  a  range  of 
digital  platforms. 

Richard  Nichols  has  been  ap¬ 
pointed  chief  executive  officer 
of  Goss  Inti.  Corp.  He  replaces 
Jochen  Meissner.  Nichols  was 
previously  president  of  Terex 
Cranes,  a  global  construction 
and  mining  group. 

David  Callaway  has  been  named 
editor-in-chief  of  USA  Today.  He 
most  recently  served  as  editor- 
in-chief  of  MarketWatch  since 
2003.  Previously,  he  served  as 
executive  editor  and  managing 
editor  starting  in  1999.  Earlier, 
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he  was  a  columnist  at  the  Boston 
Herald,  where  he  co-wTote  a  daily 
financial  column. 

Douglas  Hiemstra  has  been  named 
president  and  chief  executive  officer 
of  World  Media  Enterprises.  Hiems¬ 
tra  has  been  with  the  Omaha  World- 
Herald  Co.  for  12  years,  starting  as 
chief  financial  officer  of  the  Com- 
munitv'  Newspaper  Group,  with  the 
last  nine  years  in  roles  of  increasing 
responsibility’  for  operations.  Most 
recently,  Hiemstra  w’as  chief  execu¬ 
tive  officer  of  Midlands  Newspaper 
Group,  and  senior  \ice  president  and 
chief  operating  officer  of  the  Omaha 
World-Herald  Co. 

Barbara  T.  Roessner  has  been 
named  executive  editor  of  Hearst 
Connecticut  Newspapers.  In  her 
new’  role,  Roessner  will  oversee  all 
editorial  content  and  initiatives  at 
the  Connecticut  Post  in  Bridgeport, 
The  Neu's-Times  in  Danbury’,  The 
Advocate  in  Stamford,  Greenwich 
Time,  and  seven  w'eekly  new’spapers. 
Roessner  w  as  managing  editor  of 
the  Hartford  Courai  t  from  2006  to 
2009.  She  began  at  ine  Courant  in 
1978  as  a  beat  reponer  and  serv  ed  as 
chief  political  writer,  opinion  colum¬ 
nist,  writing  coach,  and  deputy  man¬ 
aging  editor  overseeing  investigative 
and  enterprise  reporting.  In  1999, 
Roessner  was  part  of  the  Courant 
team  that  received  the  Pulitzer  Prize 
for  breaking  new’s. 

Terry  Jamerson  has  been  named 
v’ice  president  of  community  newspa¬ 
pers  for  the  Virginia  dmsion  of  World 
Media  Enterprises.  Jamerson  has  been 
w’ith  Media  General  since  1995,  as  a 
group  leader  and  publisher  for  the 
Lynchburg-Roanoke-Danville  cluster 
of  newspapers,  websites,  and  television 
stations.  In  addition,  she  previously 
held  management  positions  at  Media 
General  newspapers  in  Virginia,  Ken¬ 
tucky’,  North  Carolina,  and  Florida. 


Richard  Connor  has  been  named 
chief  executive  officer  of  Foster's 
Daily  Democrat  in  Dover,  N.H. 
Connor  stepped  dow’n  last  year  from 
MaineToday  Media,  which  operates 
the  Portland  Press  Herald/Maine 
Sunday  Telegram;  Kennebec  Journal 
in  Augusta;  Morning  Sentinel  in  Wa- 
terville;  and  the  Coastal  Journal  in 
Bath;  as  well  as  digital  properties. 

Christopher  H.  Chamberlain  has 

left  his  position  as  president  of  the 
Pittsburgh  Post-Gazette  to  become 
chief  executive  officer  of  Nov’um 
Pharmaceutical  Research  Serv’ices. 
Chamberlain  joined  the  Post-Gazette 
in  2008  and  w’as  promoted  to  presi¬ 
dent  in  2009. 

Margaret  M.  Sullivan  has  been 
named  public  editor  of  The  New 
York  Times.  She  succeeds  Arthur  S. 
Brisbane.  Most  recently,  she  serv’ed 
as  editor  and  vice  president  of  The 
Buffalo  News.  Sullivan  w'ill  continue 
to  write  a  print  column,  but  she  w’ill 
focus  on  a  more  active  online  role, 
including  working  on  a  blog  and  Web 
page  on  ny’times.com,  along  with  cre¬ 
ating  an  active  social  media  presence. 

Gary  Stokes  has  been  named  group 
chief  executive  officer  with  U.K.- 
based  software  company  Atex.  He 
replaces  Jim  Rose,  w'ho  has  left  Atex 
after  seven  years.  Stokes  will  con¬ 
tinue  work  to  strengthen  the  ongoing 
leadership  and  development  of  the 
business  and  support  its  accelerated 
growth  in  the  digital  marketplace. 

Tanya  Henderson  has  been  named 
senior  vice  president  of  marketing 
with  Marketing  Solutions  Group  in 
Edmond,  Okla.  In  this  newly  created 
position,  she  w’ill  be  responsible  for 
all  marketing  and  communications 
initiatives  of  MSG  to  current  and 
potential  customers.  Henderson  has 
served  as  advertising  and  member¬ 
ship  relations  director  for  the  Local 


Media  Association.  Prior  to  that,  she 
w'as  sales  and  marketing  develop¬ 
ment  director  at  Media  General  and 
held  positions  with  the  Richmond 
(Va.)  Times-Dispatch,  The  Grand 
Rapids  (Mich.)  Press,  and  Lancaster 
Newspapers  in  Pennsylvania. 

Laura  Evans  has  left  her  position  as 
vice  president  of  research  and  chief 
experience  officer  at  The  Washington 
Post  to  join  Dow  Jones.  Evans  w’as 
appointed  chief  e.xperience  officer  in 
October  2011.  She  had  been  with  the 
Post  for  10  years. 

Digital  First  Media  has  announced 
new  editorial  management  changes. 
James  McClure  of  has  been  ap¬ 
pointed  East  Editor,  and  w'ill  manage 
editorial  content  for  Digital  First  Me¬ 
dia’s  properties  in  Connecticut,  Mas¬ 
sachusetts,  New  Jersey,  New  York, 
Pennsylvania,  and  Vermont.  Matt 
DeRienzo  will  supervise  all  DFM 
properties  in  Connecticut,  New  York, 
Massachusetts,  and  Vermont.  Nancy 
March  will  superv'ise  Pennsylvania 
and  New  Jersey  properties.  Nancy 
Conway  w’ill  supervise  Colorado  and 
Utah  properties.  Glenn  Gilbert  will 
supervise  properties  in  Ohio,  Michi¬ 
gan,  and  Minnesota.  Bob  Moore 
will  continue  to  oversee  properties  in 
Texas  and  New  Mexico.  David  Little 
will  supervise  Northern  California 
community  newspaper  properties,  and 
Michael  Anastasi  will  assume  his  role 
overseeing  the  company’s  Los  Angeles 
News  Group  properties. 
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served  as  editor  of  The  Mechanicsville 
Local  since  2008.  Before  that,  she  was 
day  city  editor  with  The  Winchester 
Star.  Her  newspaper  career  began  in 
1975  as  a  proofreader  at  The  Logan 
(Va.)  Banner,  where  she  became 
managing  editor  10  years  later.  Her 
career  also  includes  stints  at  The 
Bluefield  (W.Va.)  Telegraph,  The  Wil¬ 
liamson  (W.Va.)  Daily  News,  and  The 
Wayne  County  (W.Va.)  News. 


,5^^  Amie  Robbins  has 

\  been  named  execu- 

}  tive  director  for  the 

,  American  Society 

of  News  Editors.  He 
j*  succeeds  Richard 

Karpel.  Robbins 
spent  15  years  at  the 
St.  Louis  Post-Dis¬ 
patch,  including  more  than  six  years 
as  editor.  Robbins  has  also  worked  at 
the  Minneapolis  Star  Tribune,  Chicago 
Sun-Times,  and  Suburban  Trib,  a  re¬ 
gional  insert  of  the  Chicago  Tribune. 


Brian  McBride  has 

been  promoted  to 
editor  of  the  Osceola 
News-Gazette  in 
Kissimmee,  Fla. 

He  replaces  Mar¬ 
vin  Cortner,  who 
has  left  the  paper. 
McBride  previously 
served  as  an  associate  editor  and 
community  editor  for  the  publication. 


^  Dana  Arvig  has 

been  named  adver¬ 
tisement  director 
with  MainStreet 
Media  Group,  pub¬ 
lisher  of  the  Gilroy 
(Calif.)  Dispatch  and 
,  sister  papers  the 

J 

Morgan  Hill  Times, 
Hollister  Freelance,  and  Weekend 
Pinnacle.  Arvig  previously  worked  at 
the  Gannett-owned  Salinas  Cali¬ 


fornian  for  14  years,  where  she 
started  as  a  classified  page  sales 
representative. 


Steve  Green¬ 
lee  has  been 
named  manag¬ 
ing  editor  of  the 
Portland  Press 
Herald  and 
Maine  Sun¬ 
day  Telegram, 
where  he  will 
oversee  the  city,  copy,  features, 
and  sports  desks.  He  previously 
worked  for  the  paper  in  the  1990s 
as  a  reporter  and  editor.  Most 
recently,  he  served  as  features 
editor  for  The  Boston  Globe. 


Birgit  Weeks 

has  been 
named  market 
yi  '  |B  manager  for 

JT'  pF  Powhatan  (Va.) 

Today,  Midlo¬ 
thian  (Va.) 
Exchange,  and 
Cumberland 
(Va.)  Today  - 

part  of  the  Richmond  Suburban 
News  division.  Weeks  previ¬ 
ously  served  as  business  office 
manager  of  Powhatan  Today 
since  2007. 


MircUidaMul- 
ligan  has  been 
named  execu- 
tive  director 
'Northwestern 
University's 
Knight  News  In- 
novation  Labo- 
ratory.  She  has 
more  than  10  years  of  experience 
in  print  and  Web  design,  photog¬ 
raphy,  and  information  graphics 
reporting.  Most  recently,  she 
served  as  digital  design  director 
at  The  Boston  Globe. 
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EDITORS  PUBLISHER 


Get  4  Bonus  Issues  FREE  When  You  Subscribe  Online. 


E&P  CLASSIFIED  ADVERTISING 


Phone:  800-887-1615 


E-mail:  classifieds  aeditorandpublisher.com 


Fax:  866-605-2323 


Appraisers 


Appraisers 


Announcements 


Announcements 


KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Oomand  ExcellmccI 
WWW.KAMENGROUP.COM 
Follow  us  on  twitter  at  www.twitter.com/kamengroup 
Customized  User-Friendly  2S  Page  Appraisals  &  Business  Plans. 

The  Leaders  In  Valuing  Publications  -  Newspapers,  Magazines  &  Shoppers 
New  York  (516)379-2797  •  Email:  Info^KamenGroup.com 

•  Expert  Valuation  Witness  •  Acquisitions  -  Mergers  -  Sales 

•  Appraisals  For  All  Print  &  Digital  Media 

•  Website,  B2B  &  Listing  Co.  Valuations  •  Worldwide  Service 
626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondaie  NY  11556 


KAMEN  &  CO.  GROUP  SERVICES 
www,kamengroupxom 

We  broker  the  sale  of  newspapers,  magazines  and  shoppers. 
Let  us  help  you  secure  a  qualified  buyer. 
516-379-2797  •  info@KamenGroup.com 


KAMEN  &  CO.  GROUP  SERVICES 

We're  pleased  to  service  clients  from  Britain,  Denmark, 
Germany,  India,  Israel,  Singapore,  U.S.V.I.  and  Hawaii. 
Let  us  help  you,  too! 

516-379-2797  •  info@KamenGroup.com 

626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondaie  NY  1 1 556 


have  u  read  r  newsletter? 

www.nationalmediasales.com 


KAMEN  &  CO.  GROUP  SERVICES 

We  know  valuations.  We  know  deal-making. 

We  know  the  industry. 

We'd  like  to  get  to  know  you,  too! 

626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondaie  NY  1 1 556 

516-379-2797  •  info@KamenGroup.com 


Publications  For  Sale  Publications  For  Sale 

For  Sale  -  $60,000  Positioned  for  growth! 


•  Published  Bimonthly 

Weigh  &  Measure 

Industrial  Weigh  &  Measure  Handling  Systems  Magazine 


(615)  239.8087  ■  www.iwammag.com 


All  of  our  current  listings  are  under 
contract  to  be  purchased.  If  you  cur¬ 
rently  own  a  company  with  strong 
overall  revenues  and  would  like  to 
consider  a  sale  of  your  company,  we 
are  looking  forward  to  discussing 
your  options.  We  continue  to  be  suc¬ 
cessful  in  achieving  strong  values  for 
our  print  media  clients.  For  an  ex¬ 
tremely  confidential  conversation: 

National  Media  Associates 
Edward  Anderson 
(417)336-3457 
or  Tom  Bolitho 
(580)421-9600 

Brokers-  Appraisers-Consultants 


VISIT  OUR  WEBSITE 
AT 

www.editorandpublisher.com 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consulting*Valuations*Sales-Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


"The  hits  per  month  to  our 
web  site  have  increased 
dramatically,  and  E&P  is  to 
blame...  or  I  should  say,  is 
the  chief  reason  for  that 

success."  ■  Edword  Anderson, 

Broker,  Notional  Medio  Assoc. 


FOR  SALE  BY  KAMEN  ft  CO. 

Lehigh  Valley,  PA  Title,  MN,  NM  and 
OH  Weekly  Newspapers,  Suffolk  Cty, 
Long  Island,  NY  Seasonal  Community 
Newspaper,  West  Coast  Dog  Mag, 
VA/(X  Dog  Mag.  Connecticut  Health 
&  Wellness  Title,  Eastern  PA  Mag, 
Chicago  Cultural  Mag,  Sedona,  AZ 
Title,  Natl  EmergefKy  Preparedness  & 
Environ.  Mags,  Aviation  Newspaper. 
516-379-2797-  info0KamenGroup.com 


Please  tell  them 
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Who  Says 

Print  Media  is  a  Thing 
of  the  Past? 

I  can  help  you: 

Increase  Your  AD  Sales 
Display'Classified'NationaPLe^al 
Your  Circulation 
Sell  Your  Newspapers 
Ov«r  40  Y««r«  Of  Exp*ri*nc«  In  tiM 
Nnwspapnr  anO  Printing  Industry 
Sm^l  and  Medium  Marltets 
Date  Wecklies-TMC-Oirect  Mart 

cZlf 

Consuitants-Publishing-Pnnting 
Donald  J.  Cole 

724-664-4407 

bigdcol.@liotmail.coin 
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Newsletters  Help  Wanted  Help  Wanted  Help  Wanted 
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r  nevrsletter? 

nationalmediasales.com 


Jobs  Wanted 


REPORTER  AND 
PHOTOGRAPHER  FOR  HIRE 

Editorial  professional  offers  quality, 
dedication,  flair  and  utility:  spot 
news,  prep  sports  and  features.  For  a 
packet  of  clips  and  credentials, 
please  email  job  particulars: 
multigrain@>toast.net 


EerP 

EDlTORt^PLBLISHhR 

CLASSIFIEDS 

Advertise  your  business 
for  as  low  as 

$35.00 

per  month! 

For  more  info,  call 

1-800-887-1615 


ASSISTANT  MANAGING 
DIGITAL  EDITOR 

The  Washington  Examiner  is  seeking 
an  assistant  managing  editor/digital 
editor  who  will  be  based  in  our 
Washington,  D.C.  ,  office.  The  ideal 
candidate  will  be  an  experienced 
journalist  who  is  tech  savvy  and  can 
guide  our  web  and  mobile  news  con¬ 
tent  strategies  while  juggling  other 
newsroom  responsibilities.  Require¬ 
ments:  Three  years  in  a  newsroom 
leadership  position  and  fave  years  of 
interactive  experience,  including 
working  knowledge  of  HTML,  CSS 
and  multimedia  news  production. 
Candidates  should  have  proven 
news  judgment  and  a  track  record  of 
helping  print  journalists  develop 
digital  medial  skills.  The  AME/digital 
editor  should  also  be  a  strong 
communicator  with  a  proven  track 
record  of  digital  problem-solving  and 
trouble-shooting.  Candidates  should 
have  an  understanding  of  content 
management  and  web  metric 
systems,  as  well  as  knowledge  of 
search  engine  optimization  and 
effective  web  presentations.  The 
AME/digital  editor  will  be 
responsible  for  our  homepage, 
section  fronts  and  mobile  platforms 
with  the  latest  local,  national  and 
political  news.  The  ideal  candidate 
will  also  have  experience  using  social 
media  and  multimedia  platforms, 
such  as  Twitter,  Facebook,  Storify 
and  Scribd,  tel  tell  stories  online  and 
drive  audiences  to  news  sites. 
Qualified  candidates  please  email 
stephenrsporks  '^  woshingtonexominer.com 
with  resume. 


ASSISTANT  METRO  EDITOR 

The  Courier-Journal  a  large  metro¬ 
politan  daily  in  Louisville  KY  is  look¬ 
ing  for  an  Assistant  Metro  Editor  to 
help  supervise  their  Metro  staff  in 
Louisville.  To  plan  and  direct  cover¬ 
age  make  assignments  edit  stories 
and  evaluate  the  work  of  reporters. 
Shift  would  be  Tuesdays  through  Sat¬ 
urdays  including  overseeing  the  Met¬ 
ro  Desk  each  Saturday.  Online  appli¬ 
cations  accepted. 

Send  cover  letter  resume  and 
contact  information  to: 
Michael  Trautmann 
Metro  Editor 
The  Courier-Journal 
S25  W.  Broadway 
Louisville  KY  40202 
mtrautmann@courier-journal.com 


CIRCULATION  DIRECTOR 

Albuquerque  Publishing  Company  is 
seeking  a  circulation  professional 
with  a  background  in  all  phases  of 
circulation  management  including 
digital.  We  publish  the  Albuquerque 
Journal  and  also  distribute  other  na¬ 
tional  publications  throughout  NM. 
Applicants  should  possess  strong  an¬ 
alytical/management  skills  and  have 
a  minimum  of  5  years  CD  experience. 

Resumes  should  be  sent  to 
bfantl@abqpubco.com  or 
mailed  to  Brian  FantI, 
Albuquerque  Publishing  Co., 

PO  Drawer  J-T, 
Albuquerque,  NM,  87103 


Help  Wanted  Help  Wanted 


Br^flinworks 

~\r 

NEWSPAPER  SOFTWARE  Y  SOLUTIONS 

Brainworks  Software  is  looking  for  motivated  people 
with  strong  experience  in  newspaper  advertising, 
circulation,  or  billing  systems  who  would  like  to  be  part 
of  an  exciting  company  with  products  that  are  taking 
the  industry  by  storm. 


We’re  looking  for  project  and  implementation  people  with: 
Hands  on  experience  with  a  vendor  or  practical  newspaper  experience 
Database  Skills  *  Organizational  skills  •  Teaching  ability 


The  position  requires  50%  travel. 

Please  email  your  resume  to  hr@brainworks.com 
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HELP  WANTED 
AD  SPECIAL!  | 

Up  to  100  words: 

$75.®® 

Additional  copy: 

$25.®® 

for  35  words. 


DOW  JONES 
SEEKS  MACHINIST 

The  Dow  Jones  and  Company  Machi¬ 
nist  is  expected  to  work  independ¬ 
ently  providing  support  maintenance 
and  operation  of  mechanical  electro¬ 
mechanical  and  electronic  systems 
used  to  produce  publications  or 
products  at  primarily  the  LaGrange 
Georgia  plant  and  occasionally  vari¬ 
ous  corporate  locations.  The  ideal 
candidate  for  the  position  will  have  a 
strong  machinist/mechanical  back¬ 
ground  as  well  as  knowledge  of  elec¬ 
tronics  and  computer  systems. 
Building  maintenance  and  fork  lift 
operation  will  be  required.  Previous 
newspaper  production  experience  is 
a  plus.  College  degrees  with 
mechanical  electrical  and  computer 
networking  curriculum  preferred. 

The  work  schedule  may  rotate  be¬ 
tween  1  St  and  2nd  shift  to  cover  a  6 
day  per  week  operation  Sunday 
through  Friday.  Some  overtime  may 
be  required  from  time  to  time. 

Please  apply  online  at  through  the 
DowJones.com  Career  site. 


ENERGETIC  LOCAL  EDITOR 

The  Press  Democrat  is  seeking  an  ed¬ 
itor  to  drive  its  local  news  coverage. 
The  successful  candidate  will  be  a 
leader  who  thinks  fast  makes  good 
writing  better  and  knows  news.  The 
job  calls  for  one  who  performs  under 
pressure  is  experienced  in  getting 
stories  to  the  Web  and  collaborates 
well  with  colleagues. 

This  editor  will  conceive  a  range  of 
stories  especially  the  public  service 
journalism  and  has  an  inability  to  re¬ 
sist  the  latest  gadget  or  digital  re¬ 
porting  tools. 

Required  qualifications:  Five  years  of 
newspaper  experience;  two  years  of 
editing  and  supervising  staff  and  On¬ 
line  experience.  Ideal  qualifications: 
A  background  as  a  reporter. 

Apply  by  email  to 
bob.swofford@pressdemocrat.com 
or  The  Press  Democrat  ATTN:  Bob 
Swofford  P.O.  Box  910 
Santa  Rosa  CA  95402 
The  Press  Democrat  offers  a 
competitive  compensation  package. 
The  Press  Democrat  is  committed  to 
a  drug  and  alcohol  free  workplace. 
Any  job  offer  is  conditional  upon  sat¬ 
isfactorily  completing  a  background 
investigation  and  pre-employment 
drug  testing. 


TO  PLACE  AN  AD 
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•  1 1 -unit  Goss  SC  w/SSC 
quarter  folder  &  upper  former 

•  1300  series  Urbanite  units 
•8-unit  Goss  Urbanite 


•  10-unit  Goss  Cosmo  press 

•  JARDIS  flying  autopasters 
(2002) 

•22”  Goss  Metroliner  press 


CALL  US  WITH  YOUR  IDLED  PRESSES 


NEWSPAPER  MACHINERY  LLC 


(913)  492-9050  •  inmc1@inlandnews.com  •  www.inlandnews.com 


ILike  Editor  &  Publisher 
on  facebook 

Visit  Editor  &  Publisher  Magazine  on  facebook 
click  on  the  “Kindle  Giveaway”  page  under  our 
profile  photo.  If  you  aren’t  a  fan  already  you’ll 
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[shOptalk/commentary _ 

Think  Integration,  Not 

^  A  M  A  &  I  M  Using  the  newspaper  to  develop 
^  w  Cl  I  Cl  li  I  w  II  I nternet  ad  strategies  By  Gaiy  Randazzo 


Having  come  from  the 
world  of  media  man¬ 
agement,  I  have  a  great 
interest  in  how  media  com¬ 
panies  are  coping  with  new'  technolo¬ 
gies  and  developing  a  business  model 
that  creates  value  and  profits. 

As  I  look  at  the  media  responses  to 
new'  Internet-based  alternatives,  I  find 
that  media  respond  to  new'  technolo¬ 
gies  in  a  silo  fashion.  That  is,  they  tend 
to  create  products  that  stand  by  them¬ 
selves  but  can  be  bundled. 

It  seems  that  a  more  studied,  strate¬ 
gic  approach  to  new'  product  develop¬ 
ment  is  in  order. 

Consider  the  classified  section  of  the 
newspaper.  The  Internet’s  ability  to 
allow  consumers  to  search  quickly  to 
find  products  that  match  their  needs 
has  made  the  new'spaper-classified 
section  seemingly  obsolete.  Special¬ 
ized  search  engines  quickly  decimat¬ 
ed  the  merchandise,  emplov'ment, 
auto,  and  real  estate  listings. 

Ov'er  the  past  few'  years  there  have 
been  new  versions  of  Internet  classi¬ 
fied  search  engines.  In  fact,  so  many 
have  been  introduced  it  is  difficult  for 
advertisers  to  decide  w  hich  to  use. 

So  w  hy  didn’t  newspapers  create 
the  Internet  alternative?  The  simple 
answer  is  they  tried.  They  devel¬ 
oped  w'ebsites  that  offered  the  same 
attributes  as  the  competition,  but 
the  innovators  on  the  Internet  had 
already  made  headway  in  attracting 
an  audience,  a  large  number  of  whom 
were  not  newspaper  readers. 

The  newspapers  tried  to  preserve 
their  successful  model  and  simulta¬ 
neously  attract  a  new  audience  —  a 


response  that  usually  involved  the 
creation  of  a  w'ebsite  that  operated 
separately  from  the  printed  edition’s 
organizational  structure.  The  results 
have  not  been  encouraging.  Newspa¬ 
pers  continue  to  be  under  financial 
pressure  as  their  audiences  and  ad 
revenues  shrink. 

I  have  long  been  an  advocate  of 
melding  Internet  operations  with  the 
newspaper  organization  model  as 
opposed  to  creating  a  separate  orga¬ 
nization  to  operate  the  newspapers’ 
websites.  If  the  newspapers’  classified 
department  managed  the  websites’ 
classified  revenue  goals,  the  marketing 
solutions  would  have  been  different. 

I  would  think  that  under  this 
scenario,  products  would  have  been 
developed  that  would  have  integrated 
the  strengths  of  both  products  and 
built  the  audiences  of  both  simul¬ 
taneously.  For  example,  newspaper 
websites  could  offer  their  classified 
customers,  for  a  small  fee,  an  oppor¬ 
tunity  to  place  a  two-  or  three-line  ad 
in  the  printed  and  digital  editions  of 
the  newspaper,  directing  the  reader 
to  the  website.  This  would  provide 
a  means  of  preserving  the  classi¬ 
fied  section  in  the  newspaper  plus  a 
means  of  driv'ing  traffic  to  the  news¬ 
paper  website.  This  scenario  provides 
a  symbiotic  relationship  between 
the  newspapers’  websites  and  their 
printed  and  digital  editions. 

Similarly,  if  the  newspaper  advertis¬ 
ing  department  were  responsible  for 
creating  ad  revenues  for  the  newspa¬ 
pers’  digital  edition  and  website,  then 
the  marketing  solutions  would  be 
different  than  if  the  website  competes 


against  the  newspaper  for  ad  revenues. 

Preprints,  for  example,  are  a  strong 
source  of  revenue  for  newspapers,  but 
advertisers  are  concerned  about  falling 
circulation  penetration.  Combining  a 
strategy’  that  allows  an  index  of  preprints 
to  be  added  to  the  digital  edition  and 
website  provides  some  opportunities  to 
expand  revenues  and  satisfy  advertis¬ 
ers’  needs  to  improve  tbeir  preprint  ROI. 
Internet  versions  of  preprints  could  have 
video  capabilities  allowing  advertisers  the 
ability  to  expand  their  sales  pitch. 

Preprint  advertisers  often  sell  space  in 
their  preprints  to  suppliers  that  stock  their 
stores.  Adding  an  Internet  component 
with  video  capabilities  would  provide  a 
means  for  advertisers  to  increase  the  ROI 
on  their  preprint  and  for  their  suppliers  to 
increase  sales. 

Under  this  scenario  the  printed  newspa¬ 
per  continues  to  reach  its  market  and  drive 
traffic  to  the  digital  edition  and  website. 

It  just  seems  to  me  the  solutions  for 
newspaper  survival  already  exist;  it  merely 
requires  an  organizational  structure  that 
allows  the  strengths  of  the  Internet  and 
the  printed  product  to  be  combined  in  a 
way  that  benefits  readers  and  advertisers. 
This  is  where  the  newspapers  have  the  ad¬ 
vantage  —  Internet-only  operators  cannot 
easily  duplicate  a  newspaper  or  its  fran¬ 
chise.  Newspapers,  on  the  other  hand,  can 
add  digital  editions  and  website  capabili¬ 
ties  that  match  any  Internet  competitor.  ■ 

Gary  Randazzo  is  founder  of  GWR  Research, 
a  marketing  and  management-consulting 
firm.  He  served  as  senior  vice  president  at 
the  Houston  Chronicle,  and  as  executive  vice 
president  and  general  manager  of  the  San 
Francisco  Chronicle.  He  can  be  reached  at 
gary(a),gwrresearchxom. 
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